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Abstract

Exploring the Effects of Mindfulness in Marketing:
Mindfulness, Ethics, Emotional Labor and Service Quality
Emma (Junhong) Wang
Chair of the Supervisory Committee:
Dr. Pierre Berthon, Ph.D.
Clifford F. Youse Chair of Marketing & Strategy, Bentley University

Mindfulness, i.e., nonjudgmental, present-centered awareness and attention, finds its
roots in ancient spiritual traditions, and is most systematically articulated and emphasized in
Buddhism. Although arguably relevant to a variety of practices, mindfulness research is sparse in
marketing literature. In particular, there is a shortage of empirical research on the application of
mindfulness in marketing (Ndubisi, 2014). This dissertation follows a three-paper model to begin
to address this shortage in marketing literature. Paper one uses the Service-Dominant Logic of
Marketing and Moral Development Model as theoretical lens to discuss how mindfulness could
be a viable approach to fostering ethical marketing behaviors. Paper two (co-authored with Pierre
Berthon, Leyland Pitt and Ian P. McCarthy) explores mindfulness in service encounters.
Specifically, it looks at the effect of mindfulness on the emotional labor of service workers. We
propose that mindfulness can change surface acting into deep acting, thereby significantly
improving the service encounter for both the consumer and provider. We also explore other
effects of mindfulness such as adaptability, flexibility and creativity, and their applications to the
service encounter. This paper was published in Business Horizons (Vol. 59, No. 6) in 2016.
Building on the second paper, paper three (sole-authored) empirically tests the effects of
state mindfulness on the quality of the service encounter, i.e. quality of the interaction between a
customer and a service employee. A mixed design experiment was conducted in a New England
viii

university in October to December 2018. In the experiment, both state mindfulness and structure
of the task were manipulated between subjects while the nature of the encounter (emotionally
charged or not) was manipulated within subjects. Results of this experiment suggest that high
mindfulness manipulation groups provided significantly higher service quality than low
mindfulness manipulation groups. This pattern holds across the four dimensions of service
quality: responsiveness, assurance, reliability and empathy. The structure (highly or less
structured) and nature (emotionally-charged or non-emotionally charge) of service encounters do
not alter this pattern. In less structured encounters, the two mindfulness manipulation groups did
not experience significantly different emotional labor, with quite similar emotive dissonance and
effort, from each other. However, in highly structured encounters, high mindfulness manipulation
groups were more aware of their emotive dissonance, but they did not spend more emotive effort
than their counterparts. The mediation effect of emotional labor was not found in this experiment.
Taken together, the three papers bring the notion of mindfulness to the marketing
domain, more specifically the service domain, through discussions of the impact of mindfulness
on marketing ethics, emotional labor and service quality. This dissertation expands and deepens
the research of mindfulness in the marketing field and identifies opportunities for marketing
researchers and practitioners to utilize the practice of mindfulness in their discipline.
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Extended Abstract
Mindfulness, i.e., nonjudgmental, present-centered awareness and attention, finds its
roots in ancient spiritual traditions, and is most systematically articulated and emphasized in
Buddhism. Though promoted for centuries as a part of Buddhist and other spiritual traditions, the
application of mindfulness has been shown to have powerful and positive effects in many fields,
such as medicine, schooling, prison programs, law and negotiation, business and even the military
(Kabat-Zinn, 1982, Keng, Smoski and Robins, 2011; Ie, Ngnoumen & Langer, 2014). For these
reasons, the biggest corporations are investing in mindfulness programs (e.g., Google, Intel, and
LinkedIn) (Schaufenbuel, 2014; Levin, 2018). Although arguably relevant to a variety of
practices, mindfulness research is sparse in marketing literature. In particular, there is a shortage
of empirical research on the application of mindfulness in marketing (Ndubisi, 2014). This
dissertation follows a three-paper model to begin to address this shortage in marketing literature.
Paper one introduces mindfulness as a promising practice to foster ethical marketing.
Since unethical marketing leads to dissatisfied customers, bad publicity, a lack of trust, lost
business, and sometimes, legal actions (Murphy et al., 2005), it is critical for firms or
organizations to avoid unethical marketing. Yet, there is often a gap between ethical aspirations
and ordinary unethical behaviors (Ruedy and Schweitzer, 2010). In order to close this gap, in this
paper, we start by reviewing the two main conceptualizations of individual mindfulness,
contemplative and cognitive. We then go on to propose that the cultivation of mindfulness elicits
connection with others, thereby enhancing marketers’ empathy, fairness, social responsibility,
altruism, integrity and persistence. Therefore, mindfulness training in organizations is likely to
foster ethical marketing.
Paper two (co-authored with Pierre Berthon, Leyland Pitt and Ian P. McCarthy) explores
mindfulness in service encounters. Specifically, it looks at the effect of mindfulness on the
1

emotional labor of service workers. We propose that mindfulness can change surface acting into
deep acting, thereby significantly improving the service encounter for both the consumer and
provider. We also explore other effects of mindfulness such as adaptability, flexibility and
creativity, and their applications to the service encounter. This paper was published in Business
Horizons (Vol. 59, No. 6) in 2016.
Paper three (sole-authored) empirically tests the effects of state mindfulness on the
quality of the service encounter, i.e. quality of the interaction between a customer and a service
employee. A mixed design experiment was conducted in a New England university in October to
December 2018. In the experiment, both state mindfulness and structure of the task were
manipulated between subjects while the nature of the encounter (emotionally charged or not) was
manipulated within subjects. To manipulate mindfulness, participants either experienced a brief
mindfulness induction (high mindfulness) or were part of an unfocused attention control
condition (low mindfulness). Each participant completed two tasks requiring interactions via
online chatting with an automated customer. We used Qualtrics survey software to create online
surveys to simulate online service encounters. Customer responses were automated to reduce
variation. Five independent evaluators rated the quality of these recorded service encounters after
the experiment.
Results of this experiment suggest that high mindfulness manipulation groups provided
significantly higher service quality than low mindfulness manipulation groups. This pattern holds
across the four dimensions of service quality: responsiveness, assurance, reliability and empathy.
The structure (highly or less structured) and nature (emotionally-charged or non-emotionally
charge) of service encounters do not alter this pattern. In less structured encounters, the two
mindfulness manipulation groups did not experience significantly different emotional labor, with
quite similar emotive dissonance and effort, from each other. However, in highly structured
encounters, high mindfulness manipulation groups were more aware of their emotive dissonance,
2

but they did not spend more emotive effort, or use more surface acting than their counterparts.
Therefore, the induced state mindfulness significantly improved the service encounter for both
the customer and employee.
Taken together, the three papers bring the notion of mindfulness to the marketing
domain, more specifically the service domain, through discussions of the impact of mindfulness
on marketing ethics, emotional labor and service quality. This dissertation expands and deepens
the research of mindfulness in the marketing field and identifies opportunities for marketing
researchers and practitioners to utilize the practice of mindfulness in their discipline.

Key Terms
Mindfulness, Ethical Marketing, State Mindfulness, Service Encounter, Emotional Labor,
Service Encounter Quality

1. Introduction
Mindfulness finds its roots in ancient spiritual traditions, and is most systematically
articulated and emphasized in Buddhism, a spiritual tradition that is at least 2550 years old.
Though promoted for centuries as a part of Buddhist and other spiritual traditions, the application
of mindfulness to psychological health in Western medical and mental health contexts is a more
recent phenomenon. Largely beginning in the 1970s (e.g., Kabat-Zinn, 1982), mindfulness been
shown to have powerful and positive effects in many fields, such as medicine, schooling, prison
programs, law and negotiation, business and even the military (Keng, Smoski and Robins, 2011;
Ie, Ngnoumen & Langer, 2014).
Faced with the empirical evidence of the positive effects of mindfulness, large
corporations now invest in mindfulness training programs and offer them to their employees. For
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example, LinkedIn had dedicated meditation room in its Sunnyvale, in San Francisco, New York
and Sydney offices. In Sunnyvale, nine mindfulness rooms were used on average 15 times a day,
with over half of these visits for meditation (the others are for religious practices). Google’s most
popular mindfulness course, “Search Inside Yourself,” offered since 2007, has thousands of
alumni. These mindfulness programs teach emotional intelligence, which helps people better
understand their colleagues’ motivations, and boost resilience to stress and improve mental focus.
Participants report being calmer, more patient, and better able to listen. They also find themselves
better handle stress and defuse emotions. Intel began offering its Awake@Intel mindfulness
program in 2012. Participants report decreases in stress and increases in overall happiness and
well-being, as well as new ideas, insights, mental clarity, creativity, ability to focus, quality of
relationships at work, and level of engagement in meetings, projects, and team efforts
(Schaufenbuel, 2014, Levin, 2017).
However, research on mindfulness in the marketing domain is sparse and has just started
(Ndubisi, 2014). The earliest special issue on mindfulness application was published as late as
2012 in the International Journal of Quality and Reliability Management (Vol. 29, No. 6). Yet,
these special issue articls signal the emerging theme of mindfulness before it is fully explored and
introduce mindfulness as a new lens for viewing a mature topic in the marketing domain
(Ndubisi, 2014). Therefore, the marketing domain demands more research on mindfulness to
understand its implications for marketing practices and theory development (Ndubisi, 2012a,
2012b, 2012c). Moreover, in recent years, although conceptual works on mindfulness
applications in marketing (e.g., Malhotra, Lee, & Uslay, 2012; Ndubisi, 2012c; Sheth, Sethia, &
Srinivas, 2011) have started to appear, the shortage of empirical research needs to be addressed
(e.g., Ndubisi, 2012a, 2012b, 2012c).
In addition, the extant literature on the application of mindfulness in the marketing
domain is limited to mindful consumption (e.g., Sheth, Sethia, & Srinivas, 2011), consumer
4

mindfulness (e.g., Ndubisi, 2014) and mindful marketing strategy (e.g., Malhotra, Lee, & Uslay,
2012). However, today, as products and services become more commoditized, many companies
are moving to a new level in creating value for their customers. Beyond simply making products
and delivering services, companies are creating and managing customer experiences with their
brands to differentiate their offers. For example, Starbucks serves up more than just a hot cup of
coffee; it sells The Starbucks Experience—one that enriches customers’ lives. Therefore, more
research should be done to explore how mindfulness plays a role in creating and managing
customer experiences. Could mindfulness enhance both service employees and customers’
experiences? If yes, how exactly could this happen? How could this great resource be
implemented to the best interests of customers, employees, companies and other wider society?
Motivated by answering these questions, my dissertation follows a three-paper model to begin to
address these perceived gaps.
To this end, my dissertation explores the application of mindfulness to the marketing
domain from how to cultivate ethical marketing practices to how to enhance the quality of service
encounters (i.e., the dyadic interaction between a customer and service employee) in the service
domain. The first two papers are conceptual papers, which form a theoretical base for the third
paper, and the third paper is an experimental paper, which empirically tests the effects of state
mindfulness (i.e., a brief mindful state at onetime base) of service employees on their service
encounter quality.
The dissertation research is organized as follows. The next section discusses the two main
conceptualizations of individual mindfulness: the cognitive and the contemplative, which acts as
a theoretical foundation for the three papers to follow. After that, paper one: Mindfulness and
Ethical Marketing, is presented to discuss how mindfulness could be a viable approach to
fostering ethical marketing behaviors by positively affecting essential virtues and abilities
required in ethical marketing practices. Next presented is Paper two: Service, Emotional Labor,
5

and Mindfulness, discussing how mindfulness could enhance the service encounter through the
effects of mindfulness on emotional labor, understanding customers’ expectations, adaptability,
flexibility and creativity. After that, paper three: Mindfulness and Service Quality: Exploring the
Effects of State Mindfulness on Service Quality, is presented to empirically test the effects of state
mindfulness on service encounter quality by conducting a mixed design experiment in a new
England university. This section reports and discusses the results from this experiment.
Managerial implications are drawn from these results.
Finally, I conclude this dissertation by discussing the contributions and limitations of this
dissertation as well as future studies. For an appreciation for both the costs and benefits of
mindfulness and a better understanding where the benefits of being less mindful ends and the
benefits of being more mindful begins, five potential dark-sides of mindfulness documented in
the extant literature are reported and discussed in Appendix (A8).

6

2. What Is Mindfulness?
When we are in a state of mindlessness, we act like automatons who have
been programmed to act according to the sense our behavior made in the past,
rather than the present. Instead of actively drawing new distinctions, noticing
new things, as we do when we are mindful, when we are mindless we rely on
distinctions drawn in the past. We are stuck in a single, rigid perspective, and we
are oblivious to alternative ways of knowing. When we are mindless, our
behavior is rule and routine governed; when we are mindful, rules and routines
may guide our behavior rather than predetermine it. (Langer, 2000, p.220)
Much has been written about Steve Jobs as an innovator, visionary and leader. What is
now emerging is that Jobs was a long-term practitioner of what is now termed mindfulness. In
Job’s own words: “If you just sit and observe, you will see how restless your mind is. If you try to
calm it, it only makes it worse, but over time it does calm, and when it does, there’s room to hear
more subtle things – that’s when your intuition starts to blossom, and you start to see things more
clearly and be in the present more. Your mind just slows down, and you see a tremendous
expanse in the moment. You see so much more than you could see before.” (Isaacson, 2011, p.48)
Today, mindfulness is increasingly transitioning from the monastery to the mainstream. It
has been shown to be beneficial in a wide range of fields, such as medicine, sports, education, and
more recently, management. Studies have explored the effect of mindfulness on psychological
and physical well-being (e.g., Brown & Ryan, 2003), and more recently task performance (e.g.,
Dane & Brummel, 2013). Faced with the empirical evidence of the positive effects of
mindfulness, large corporations such as Google and General Mills now offer mindfulness training
to their employees.

7

Mindfulness is a multi-dimensional concept with a rich and evolving history. Along with
its development thus far, there are three major streams of understanding mindfulness in the
literature: the contemplative and the cognitive perspectives describe mindfulness as an
individual’s state of consciousness and discuss mindfulness at the individual level; while the third
stream describes mindfulness as a collective capacity and deals with supra-individual processes
on the group or organization level (Gärtner, 2013; Vogus and Sutcliffe, 2012; Weick and
Sutcliffe, 2006). This dissertation focuses on individual mindfulness which involves two main
strands. One emerged from contemplative psychology (e.g., Kabat-Zinn, 1994), the other from
social-psychology (e.g., Langer, 1989). We next explore these in detail and discuss their
similarities and differences.

2.1 Contemplative Perspective of Mindfulness
The modern term, ‘mindfulness,’ has its roots in the Buddhist notion of sati, the Pali
word meaning awareness or skillful attentiveness. Although the term is of Buddhist origin, very
similar practices and notions can be found in virtually all the contemplative branches of the world
religions, from Hinduism to Taoism, Christianity to Islam, and from Judaism to Shamanism
(Plante, 2010).
Contemplative mindfulness emphasizes a nonreactive awareness and concentration of the
body and the mind in the present moment. For example, Kabat-Zinn (1994, p.4) argues that
mindfulness refers to the awareness that arises through “paying attention in a particular way: on
purpose, in the present moment, and nonjudgmentally.” Similarly, Bishop et al. (2004) define
mindfulness as a non-elaborative, nonjudgemental, and present-centered awareness in which each
thought, feeling, or sensation that arises is acknowledged and accepted as it is. This tradition
maintains that clearing the mind and living in the moment enables an individual to access the
world directly as it is. It is a notion known in psychology as honest perception in contrast to
8

interpretation (judgment), projection, introjection, illusion, and hallucination (e.g., Yeganeh,
2006).
The enhanced attention nurtures greater awareness, clarity and acceptance of presentmoment reality (Brown et al., 2003). It wakes us up to the fact that our lives unfold only in
moments (Kabat-Zinn, 1994; Khyentse, 2007; Hanh, 2012). If we are not fully present for many
of those moments, we may miss what is most valuable in our lives and the richness and the depth
of our possibilities for growth and transformation (Kabat-Zinn, 1994; Khyentse, 2007; Hanh,
2012). For example, when eating a meal, one can be attuned to the moment-to-moment taste
experience while also peripherally aware of the increasing feeling of fullness in one’s stomach. In
contrast, rumination, absorption in the past, or fantasies and anxieties about the future can pull
one away from what is taking place in the present (Brown and Ryan, 2003). Like what KabatZinn (1994, p.3) says the profound relevance of mindfulness for our lives “has to do with
examining who we are, with questioning our view of the world and our place in it and with
cultivating some appreciation for the fullness of each moment we are alive. Most of all, it has to
do with being in touch.” Therefore, the concept of mindfulness inherently implicates happiness
and peace (Hanh, 2012). It provides a simple but powerful route for getting ourselves unstuck,
back into touch with our own wisdom and vitality, so that it makes us to take charge of the
direction and quality of own lives, including our relationship with family, work, study, society,
the larger world and planet, but most fundamentally, our relationship with our self as a person
(Kabat-Zinn, 1994; Hanh, 2012).
The other important element of this perspective lies in that mindfulness is deemed to be a
self-regulated attention that can be cultivated as a virtue by some form of reflective practice
(Baer, 2003). This kind of attention is moment-to-moment and ongoing, alert to mental contents
and aware of internal and external phenomena. The practice of mindfulness involves keeping the
mind grounded in the present moment, and--over time-- reducing the reactivity to what arises in
9

the moment so that interpretations are increasingly decoupled from automatic mental processes,
such as impulses or heuristics that are often biased or inaccurate (Dane, 2011).

2.2 Cognitive Perspective of Mindfulness
The second view of mindfulness comes from social-psychology, and specifically from the
pioneering work on mindlessness and choice by Ellen Langer (e.g., Ie, Ngoumen & Langer,
2014). Langer’s concept of mindfulness emphasizes cognitive differentiation: the active drawing
of new distinctions. Langer (1989) argues that mindfulness is a basic state of mind: a state of
alertness and lively awareness. This manifests in three ways: (1) the creation of new and the
refinement of existing categories and distinctions; (2) the creation of new, discontinuous
categories out of streams of events, and (3) the more nuanced appreciation of context and
alternative ways to deal with it. Here, mindfulness is seen as a meta-process that interprets
external and internal stimuli with a focus on drawing new distinctions.
According to Langer (1989, 1992, 2014), virtually all of people’s problems stem either
directly or indirectly from mindlessness. She contends that people in much of everyday life rely
on distinctions drawn in the past and overly depend on structures of situations representative of
the underlying meaning without making new distinctions. This mindlessness holds the world still
and prevents an awareness that things could be otherwise. For example, in order to make sense of
this world in which we live, we create and share our own realities by creating our language,
concepts, constructs, ideas, etc (Fletcher and Hayes, 2005) These categories gather momentum
and are very hard to overthrow. Therefore, we become victims of them and trapped in a rigid
world, in which certain creatures always belong to the Emperor, Christianity is always good, and
certain people are forever untouchable (Langer 2014). Moreover, it is so hard for us to change our
rigid invariant behavior that we respond mindlessly to the familiar framework rather than
mindfully attending to the content.
10

Notably, Langer (1989) emphasizes the distinction between mindfulness and
mindlessness is not just quantitative but also qualitative. Less information is attended to in
mindlessness than what is attended to in mindfulness. In addition, mindlessly processed
information is not ready for conscious consideration. Due to the deficiency of mindlessness--rigidity on both cognitive and emotional levels, mindless behavior is rigid and rule-governed
rather than rule-guided. The entrapment by categories that were previously created poses poor
health and unnecessarily imposes restrictions on performance. Yet, with mindfulness, individuals
can free themselves from a rigid, closed-off state of mind and the entrapment by old categories
via enhancing their ability to draw distinctions.
Furthermore, Langer characterizes mindfulness as a universal human capacity that need
not be enhanced through the practice of meditation. Mindfulness is gained by maintaining an
orientation in the present, openness to novelty, alertness to distinctions, sensitivity to different
contexts, and an awareness of multiple perspectives (Langer, 2014). It is also enhanced by
attending to the variability of one’s mental and physical states.

2.3 Contemplative and Cognitive Perspectives: Differences and Similarities
Compared with the contemplative perspective of mindfulness, the cognitive perspective
focuses more on the way people cope with new, ambiguous and ill-defined situations. Mindful
individuals, from the cognitive perspective, resist relying on old habits when faced with change
and are not constrained by existing concepts, but are flexible in interpreting and coping with
novel situations (Langer, 1997). Another difference between contemplative and cognitive
perspectives involves the role that meditation plays in cultivating mindfulness. Langer
“characterizes mindfulness as a universal human capacity that need not to be enhanced through
the practice of meditation” (Greeson, Garland & Black, 2014, p.2). Instead of addressing noticing
new things in a manner more akin to many Eastern meditative practices, cognitive mindfulness is
11

gained by maintaining an orientation in the present, openness to novelty, alertness to distinctions,
sensitivity to different contexts, and an awareness of multiple perspectives (Langer, 1989).
Despite these differences, the two perspectives of mindfulness share four significant
similarities (Ie et al., 2014). First, they both focus on moment-to-moment awareness and stress
the importance of ‘presence’ or openness to novelty (Siegel & Siegel, 2014). In other words, both
perspectives maintain that mindfulness is about “freeing oneself from misperceptions, thinking
patterns, and self-imposed limitations that impede creativity, clear seeing, and optimal mental and
physical health” (Greeson et al., 2014, p.533). Second, they both subscribe to mind-body oneness.
Both view the mind and body as “a single system… every change in the human being is
simultaneously a change at the level of the mind--cognitive changes, as well as the body--cellular,
hormonal, neural changes” (Ie et al., 2014, p.2-3). Third, they agree that mindfulness can be
systematically developed through practice. Finally, both views of mindfulness are converging
into their well-documented positive effects on individual physical and psychological health,
including increased subjective well-being, reduced psychological symptoms and emotional
reactivity, and improved behavioral regulation (Keng et.al., 2011), as well as the positive effect of
mindfulness on work performance (e.g., Dane, 2011; Glomb et al., 2011) and well-being at
workplace (e.g., Baccarani, Mascherpa, & Minozzo, 2013; Harter, Schmidt, & Keyes, 2003). We
now turn to the three papers guided by this review of individual mindfulness.

3. Paper One: Mindfulness and Ethical Marketing
My first paper comes from the ethical nature of mindfulness, and its inherent implication
for happiness and peace (Hanh, 2012). According to Ie. et al. (2014), moral integrity is seen by
early contemplative practices as a natural property of the mind instead of something ancillary. It
is a precondition for the efficacy of meditation. In Buddhism, the mind is unable to concentrate if
it is permeated with such unwholesome states as sensual desire, ill will, restlessness,
12

sluggishness, or doubt. To put it differently, these unwholesome states hinder the mind’s ability
to become calm, focused and alert. When meditating, individuals use their minds to see
themselves and observe inner states from an objective viewpoint, which is like using a telescope
or microscope. So, the mind must be cleared of its hindrances, at least temporarily, before
individuals can hope to use it to see into themselves with any clarity.
Moral value is measured at three phases of experience: in states (i.e., volitional emotional
responses), behaviors (i.e., how states are acted out in thought, word, or deed), and traits (i.e.,
underlying patterns of character and personality). The ethical valence of these three phases also
allows some forms of meditation to become an activity of mental hygiene. Nanamoli and Bodhi
(1995, p.208) pointed out how our minds work with two principles: (1) whatever one thinks or
ponders upon will become the inclination of one’s mind; and (2) only one state can manifest in
the stream of consciousness at a time, so when a wholesome state is present, an unwholesome
state is excluded (and vice versa). With that being said, we all have a good amount of influence
over what sort of person we become, by choosing ethically wholesome options at every
opportunity and allowing unwholesome states to atrophy. Mindfulness here refers to awareness
infused with ethical care, which means right speech, right action, right morality and right
livelihood.
Since unethical marketing practices lead to dissatisfied customers, bad publicity, a lack of
trust, lost business, or, sometimes, legal actions, etc. (Murphy et al., 2005), it is critical for firms
or organizations not to conduct unethical marketing practices. Yet, there is often a gap between
ethical aspirations and ordinary unethical behaviors (Ruedy and Schweitzer, 2010). To help
marketers close this gap and to follow the call for more mindfulness research in the marketing
domain (Ndubisi, 2014), the first paper introduces mindfulness as a promising device to foster
ethical marketing practices.
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In section 3.1 and 3.2, we used the Service-Dominant logic of marketing (Vargo &
Lusch, 2004, 2008) and moral development model (Narvaez and Rest, 1995) as theoretical lens to
examine essential virtues and abilities in ethical marketing practices. In section 3.3, we further
discuss the positive effect of mindfulness on these virtues and their interactions. We concluded in
section 3.4 that greater mindfulness may enable marketers to curb their unethical behaviors by
enhancing their empathy, fairness, social responsibility, altruism, integrity and persistence.
Mindfulness makes marketers more able and likely to be sensitive to potential moral issues, make
right moral judgments, adhere to high ethical standards and behave morally in their practices.

3.1 Concept of Marketing Ethics in the Service-Dominant Logic of Marketing
‘Service-Dominant Logic of Marketing’ (henceforth, S-D logic) made its public debut in
an award-winning article in the Journal of Marketing (Vargo and Lusch, 2004). The authors
attached great importance to mutual dependency and reciprocity. They emphasized that value is
derived through a process of co-creation between producers and consumers. This logic attempted
to overcome the depersonalizing effects of specialization by recognizing the human beings “are at
the center and are active participants in the exchange process” (Vargo and Lusch, 2004, p. 12).
Therefore, this logic offers marketing theory a more humanistic aspect and has an inherently
ethical base (Williams & Aitken, 2011). This centrality of human beings ensures integration of
ethical and business issues at the core of the theory, thus avoiding compartmentalization
(Laczniak and Murphy, 2006).
Later, Williams & Aitken (2011) extended this logic by underlining that the value that
people place on objects of exchange is determined (at least partially) by their values.
Consequently, marketers should conduct themselves in accordance with the values that motivate
their consumers (Durgee, Colarelli & Veryzer, 1996). S-D logic emphasizes that all business
interactions are essentially customer-oriented and relational, i.e., the reciprocal exchange of
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knowledge and competencies in the co-creation of value. In other words, the extended S-D logic
explicitly provides the exhortation for people to be treated fairly and equitably through privileging
the co-creation of value and the reconciliation of values in such a customer-centric and relational
context (Williams & Aitken, 2011).
Moreover, the stakeholders in marketing considerations are no longer limited to
customers and shareholders. “People who have never been, and never will be, your customers
may be intensely interested in your actions, and willing to take counter action if they believe your
actions to be unethical” (Williams & Aitken, 2011, p.452). Therefore, S-D logic in its extended
version explicitly requires behaviors that can be measured against such underlying values. This is
the ultimate test of the value propositions that firms make to their stakeholders.
So far, the concept of marketing ethics embedded in S-D logic of marketing has told us
that humanity is the basic nature of ethical marketing practices. A stakeholder view of marketing
is concerned with not only customers and employees, but also a wider range of people, including
all who are and will be concerned by the marketers’ practices regardless of whether they be
conducted directly or indirectly, currently or in the future. These perceptions become the
foundation of ethical norms and values promoted by the American Marketing Association
(AMA), which state that marketing practitioners must recognize that they serve not only their
enterprises but also act as stewards of society in creating, facilitating and executing the efficient
and effective transactions that are part of the greater economy (Murphy et al., 2005, p.14). In this
role, marketers should embrace the highest ethical norms of practicing professionals as well as
the ethical values implied by their responsibility toward stakeholders (e.g., customers, employees,
investors, channel members, regulators and society in general).
Any marketing practice, which dehumanizes and treats stakeholders merely as a means,
will flunk the test of placing people at the center in all ethical relationships (Enderle and Murphy,
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2009), i.e., humanistic tradition in ethical behaviors (Dean, 2006; Hill, 1980). To summarize, the
S-D logic of marketing provides an ethical lens to marketers to rethink and reshape their practices
towards humanistic tradition, an integrated value of their customers, their organizations,
themselves, and other stakeholders, and an even wider systematic world.
Having identified what marketers should do to conduct ethical marketing, we next use
Narvaez and Rest’s (1995) moral development model, the most pertinent to marketing
practitioners (Murphy et al., 2005), to discuss the essential virtues and abilities that engender
moral behaviors in marketing practices.

3.2 Essential Virtues in Ethical Marketing
Narvaez and Rest (1995) proposed a model of acting morally consisting of four
components. The first component is moral sensitivity, which is an ability to interpret the situation
in terms of how one’s actions affect the welfare of others. Critical to interpreting the situation is
empathy, which is usually defined as distress felt by the self which is triggered by the perception
of distress in another person (Narvaez and Rest, 1995). Someone who is empathetic has the
ability to share another person's feelings or emotions as if they were their own. In a value cocreation and values exchange process, marketers without empathy or enough empathy find it
difficult to apply the golden rule---“act in a way that you would hope others would act toward
you” (Murphy et al., 2005, p.14)---into practice. Therefore, understanding and being empathetic
play a critical role in making marketers aware of underlying moral issues, if there are any.
The second component is moral judgment, which is an ability to formulate what a moral
course of action would be and identify the moral ideal in a specific situation (Murphy et al.,
2005). The function of this component is to judge which action possibility is morally right and
which is wrong. Given that the S-D logic of marketing requires marketers to fairly and equitably
treat their customers and stakeholders through privileging the co-creation of value and the
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reconciliation of values, and social responsibility, the consequences of these relationships
(Williams & Aitken, 2011), the most important virtues that marketers should have to make their
judgment are, fairness, i.e., the quality of making judgments that are free from favoritism and
discrimination1, and social responsibility, i.e., a duty every individual has to perform for the
benefit of society at large2 (Murphy et al., 2005). In other words, in order for a marketer who is
empathetic to formulate a specific moral course of action as well as moral ideal in a certain
situation, both cognitive and affective elements in fairness and social responsibility have to work
together to guide the marketer to make the moral judgement (Narvaez and Rest, 1995).
The third component is moral motivation, which refers to an ability to select among
competing value outcomes of an ideal, the one to act upon and decide whether or not to try to
fulfill one’s moral ideal (Murphy et al., 2005). In the process of ‘selection’ and ‘decision’,
empathy impels decisions and social understanding3 motivates the choice of goals. Calculation of
relative utilities of various goals, with an outlook influenced by the mood and perception
distorted defensively, is also taking its effect (Narvaez and Rest, 1995). Hence, marketers, who
are empathetic, and aware that they should care about their customers’ welfare and privilege the
reciprocal relationships, might not be motivated to act upon this moral value and ideal, unless
they have altruism and integrity. Here, altruism refers to “not abject self-sacrifice, but merely a
willingness to act in the consideration of the interests of other persons, without the need of
ulterior motives” (Nagel, 1970, p. 79). Integrity refers to people being honest and fair4, acting

1

http://www.oxforddictionaries.com/us/definition/american_english/fairness

2

https://en.wikipedia.org/wiki/Social_responsibility

3
Social Understanding is how we view the world, ourselves and others as persons with dreams, feelings,
wants and meaning. Social Understanding emerged from Social Psychology in the 1950s with the focus
being the “everyday thinking that makes social interaction possible”. (Carpendale & Lewis, 2010, p. 585)
4

http://www.merriam-webster.com/dictionary/integrity
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according to their values, beliefs and principles they claim to hold or simply, honoring their
words (Erhard, Jensen & Zaffron, 2009).
The last (fourth) component is implementation, which refers to an ability to execute and
implement what one intends to do (Murphy et al., 2005). It necessitates working around
impediments and unexpected snags. It requires resisting distractions and other allurements.
Envisioning and keeping in sight the final goal is vital. This ability reveals a virtue of
persistence5, the quality that allows someone to continue doing something or trying to do
something even though it is difficult or opposed by other people. These characteristics of
perseverance, resoluteness and competence comprise what we call “character” (Narvaez and Rest,
1995).
All the virtues are listed in Table 1. They must interact harmoniously until the action has
been completed (Narvaez and Rest, 1995). We next discuss how mindfulness affects these virtues
and their interaction.

5

http://www.merriam-webster.com/dictionary/persistence
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Table 1. Virtues and Abilities Required in Ethical Marketing
MORAL
CHARACTERISTICS

MOST
IMPORTANT
VIRTUE

ABILITY

MORAL SENSITIVITY

Empathy

MORAL JUDGMENT

Fairness

To understand and share the feelings of one’s
customers, other stakeholders or people in a wider
systematic world.
To make judgments that are free from favoritism
and discrimination.
To feel obliged to perform for the benefit of
society at large.

Social Responsibility

MORAL MOTIVATION

Altruism

Integrity

IMPLEMENTATION

Persistence

To act in the consideration of the interests of
one’s customers, other stakeholders or people in a
wider systematic world.
To act according to one’s value, beliefs and
principles one claims to hold.
To continue doing something or trying to do
something even though there are allurements,
distractions or resistances.

Source: adapted from Murphy, Patrick E., Gene R. Laczniak, Norman E. Bowie, and Thomas A. Klein. Ethical
marketing, 42 (Pearson, 2005).

3.3 The Positive Effect of Mindfulness on Ethical Marketing Practices
Empathy
Substantial literature suggests that a lack of awareness results in unethical decision
making (Ruedy and Schweitzer, 2010), such as self-serving cognition (Epley and Caruso, 2004)
and unconscious biases (Bazerman, Loewenstein and Moore, 2002). In fact, awareness is the first
step in moral acting, while mindfulness encourages a greater awareness of oneself, including
biases or self-serving cognitions. It enables marketers to be aware of self-centered or self-serving
thoughts and inclinations, yet enjoy a degree of freedom from them (Kabat-Zinn, 1994; Riskin,
2009). It also raises the awareness of one’s environment, including ethical issues. Moreover,
mindfulness instills in marketers a stronger sense of interconnection with, an understanding of,
empathy and compassion for their customers, stakeholders and people in a wider systematic
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world. In so doing, mindfulness enhances marketers’ empathy, making them more aware of the
potential ethical issues in marketing practices.

Fairness and Social Responsibility
Langer’s many years of studies of mindfulness repeatedly reveal the fact that people
often are trapped in a rigid world, in which they feel unconscious of giving unfair preferential
treatment to one person or group at the expense of another, or that they are making a distinction
in favor of or against, a person based on the group, class, or category, to which that person is
perceived to belong to, rather than on individual merit (Langer, 2014). This mindlessness
deprives marketers of the ability to fairly treat their customers and other stakeholders and
prevents them from willingly taking social responsibility. However, mindfulness arms marketers
with a freedom from these unconscious biases and inaccuracy, such as favoritism and
discrimination (Langer, 2014), and creates a stronger sense of being in touch with other people.
Therefore, mindful marketers are more likely to be fair with other people and pursue the benefit
of society.

Altruism and Integrity
In many cases, marketers hold high ethical standards, but fail to adhere to these standards
because they cannot overcome their defensively distorted mood and perception in their struggles
with choosing and deciding among contradictory interests (Narvaez and Rest, 1995). However,
because of its accepting, non-judging quality, mindfulness encourages a consideration of all the
relevant information for a given decision (Ruedy and Schweitzer, 2010) and makes marketers feel
less compelled to ignore, explain away, or rationalize ideas that might be potentially threatening
to the self, such as a conflict of interest or a potential bias. Rather, mindful marketers can
embrace these ideas with equanimity (Riskin, 2009) and then constructively imagine various
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possible actions. This quality of mindfulness helps marketers be altruistic, i.e. willing to act for
the good of other people, rather than suffering from an abject self-sacrifice.
Empirical research suggests that, compared to less mindful decision makers, mindful
decision makers are more likely to value internal rewards, such as honesty and integrity, over
external rewards, such as financial benefits (Ruedy and Schweitzer, 2010). In other words,
mindful marketers are more likely to have integrity in pursuing their moral values and ideals.

Persistence
Mindfulness is found to be associated with a principled, rather than an outcome-oriented
approach to ethical decision making (Ruedy and Schweitzer, 2010). Hence, mindful marketers are
concerned more about ethical principles and less about the potential consequences of their
actions. In this way, mindful marketers can resist the allurements and distractions from their
concerns about outcomes and achievements; rather they can focus on their moral value and ideal,
and the process of ‘being’ ethical. While mindful individuals care more about ‘being’ ethical,
they care relatively less about ‘appearing’ ethical. Therefore, mindfulness helps marketers
traverse the barriers arising from unconscious and automatic actions and behaviors, driven by
deep-seated fears and insecurities (Kabat-Zinn, 1994).

Interaction of These Virtues
Research and common sense indicate that sometimes one virtue compels so much
attention that one or more of the other is unavoidably slighted (Narvaez and Rest, 1995).
However, mindfulness is deemed to be a self-regulated attention (Baer, 2003). Mindful marketers
are endowed with the ability to actively draw novel distinctions on the base of a more nuanced
appreciation of context. They can refine the existing categories according to their differentiating
between the past and present situations, and then create alternative ways to deal with them
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(Langer, 1989). In fact, mindfulness practice involves repeatedly counteracting the tendency to let
one’s mind drift away from the present moment, a form of self-control. Thus, mindful marketers
are able to exert greater self-control in situations which activate undesired habitual behavior
(Lakey et al., 2007). As a result, mindfulness has a positive effect on interactions of these
essential virtues.
Taken together, mindfulness has a positive effect on these virtues and their harmonious
interaction. Mindful marketers, therefore, are more able and likely to be sensitive to potential
moral issues, make right moral judgments, adhere to high ethical standards and behave morally in
their practices.

3.4 Conclusion
The Service-Dominant logic of marketing provides marketing theory a more humanistic
aspect and emphasizes the central position of people in marketing practices (Vargo and Lusch,
2004, 2008; Williams & Aitken, 2011). Marketers are required to fairly and equitably treat people
through privileging the co-creation and the reconciliation of values, as well as social
responsibility. However, unethical marketing practices are still hard to avoid due to many
reasons, such as psychological and cognitive problems, e.g., self-serving cognition (Epley and
Caruso, 2004) and unconscious biases (Bazerman et al., 2002). In this paper, we introduce
mindfulness, an antidote to mindless cognition and behavior (Langer, 1989, 2014), to marketing
researchers and practitioners as a viable approach to fostering ethical marketing behaviors.
We start by reviewing two main conceptualizations of individual mindfulness and
exploring the similarities between the two. We then use the S-D logic of marketing (Vargo &
Lusch, 2004, 2008) and the moral development model (Narvaez and Rest, 1995) as a theoretical
lens to sort out essential virtues and abilities in ethical marketing. We further discuss the positive
effect of mindfulness on these virtues and their interaction. We argue that, the cultivation of
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mindfulness, an activity of mental hygiene (Ie. et. al., 2014), via nonjudgmental, present-centered
awareness and attention, elicits interconnection with other people, thereby enhancing marketers’
empathy, fairness, social responsibility, altruism, integrity and persistence, as well as the
harmonious interaction of these virtues. Therefore, mindfulness is worth being implanted into
firms or organizations to temper their unethical marketing practices.
This paper follows the call of Ndubisi (2014) by filling the gap of research of
mindfulness in the field of marketing and offers a promising device to close the gap between
marketers’ ethical aspirations and their ordinary unethical behavior. More importantly, this paper
inspires me to inquire into a specific area of marketing practices, where mindfulness plays its role
in fostering ethical marketing practices. This investigation brings me to the second paper, which
delves into the service encounter aspect of the service domain to further discuss the effect of
mindfulness on the emotional labor of the service employees, as well as other benefits and their
application to the service encounter.

4. Paper Two: Service, Emotional Labor and Mindfulness
The contemporary service-dominant view of marketing emphasizes the central role of
service in value creation (Vargo & Lusch, 2004). Value is “subjective and always ultimately
determined by the beneficiary, who in turn is always a co-creator of the value.” (Lusch, Vargo, &
O’Brien, 2007, p.17). Thus, value is not merely embedded in the product and delivered to the
customer; it is also co-created by the customer and employee as they interact. Competing through
service has to do with treating employees and customers “as collaborators that work with the firm
to co-create value for all the stakeholders” (Lusch et al., 2007, p.17).
In ‘pure’ services, such as airline services, health care, financial planning, and auto
repair, where a physical product is not exchanged, the provider-consumer interaction is at the
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heart of determining value for the customer. Yet, even when the focus of the exchange is a
tangible object, such as clothing purchased in a department store, the service interaction can leave
an indelible impression on the consumer.
Normann (1984) used the phrase “moment of truth”, borrowed from the book on
bullfighting by Hemmigway (1932) to describe the encounter between service provider and
customer. It is often at this moment of truth when the customer makes a critical assessment and
evaluates the service (Carlzon, 1987). Their experience within the service process is an important
determinant of their satisfaction and assessment of service quality (Parasuraman, Zeithaml, and
Berry 1985). Indeed, Dasu and Chase (2010) argue that organizations seeking to excel in
customer service need to attack the soft side of customer management with the same intensity
they have previously used to reengineer workflow and supply chains.
Having defined the service encounter and stressed its importance in services, we then
examine this matter from the perspective of the other value co-creator: the employee or the
service provider. Specifically, what does a good service encounter require from the service
provider?

4.1 What does a Good Service Encounter Require from the Employee?
As previously discussed, the value co-created by the employee and customer in a service
encounter is idiosyncratic, experiential, contextual and meaning laden (Vargo & Lusch, 2008).
Therefore, a good service encounter requires employees to: (1) regulate their emotions to be
attentive and patient, (2) understand customers’ expectations, (3) adapt to the situation of the
encounter, and (4) generate flexible and creative solutions (Lloyd & Luk, 2011). Next, we discuss
how mindfulness can improve the service encounter. We will explore how mindfulness can
redesign the psychological or implicit aspects of service encounters through influencing the aforementioned factors.
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4.2 How would Mindfulness Improve the Service Encounter?
4.2.1 Emotion regulation
In her seminal book, The Managed Heart, Hochschild (1983, p.6) compared the labor of
a wallpaper factory boy with that of a flight attendant, saying that “in the courses of doing this
physical and mental labor, she (the flight attendant) is also doing something more, something I
defined as emotional labor.” This labor requires the flight attendant to induce or suppress her
feelings in order to sustain an outward countenance that is both empathetic and pleasing to the
customer. This labor requires “a coordination of mind and feeling, and it sometimes draws on a
source of self that we honor as deep and integral to our individuality (Hochschild, 1983, p.7).” In
other words, emotional labor involves “efforts made to understand others, to have empathy with
their situation, to feel their feelings as a part of one's own” (England and Farkas 1986, p. 91).
Indeed, people in service roles – clinicians, hotel workers, airline flight attendants, tour
operators, coaches, and counselors – often face significant emotional labor demands. This labor
requires employees to regulate their emotion in the work place and essentially ‘act their part.’
There are two modes of acting that occur when employees perform service roles: surface acting
and deep acting (Grandey, 2015). In surface acting, the employee feigns emotion and wears
expressions like a mask. For example, the flight attendants that Hochschild (1983) talked about
often spoke of their smiles as being on them, but not of them. Deep acting, by contrast, focuses on
inner feelings and tries to invoke the actual displayed feelings or emotions, as a method actor
does when portraying a role.
Research by Hülsheger & Schewe (2011) suggests that people who surface act over long
periods tend to suffer from job burnout and poor health. The effort of maintaining a difference
between what an employee feels on the inside and what they show on the outside is highly
strenuous (Hochschild, 1983). In her interview with the flight attendants, Hochschild (1983, p.
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90) was told: “we try to reduce this strain by pulling the two closer together either by changing
what we feel or by changing what we feign.”
By changing internal feelings so that more natural and authentic emotions are
displayed, deep acting is good for job-related outcomes, in the form of positive work attitudes and
interpersonal performance (Hülsheger & Schewe, 2011). Obviously, with a long-term view to
sustaining superior service, managers should consider how to help employees use more deep
acting and less surface acting. In this regard, mindfulness training can be highly beneficial.
As discussed previously, contemplative mindfulness refers to a non-reactive awareness
of the present moment. Thus, mindful employees pay moment-to-moment attention to the service
encounter, with equanimity; that is, without rejection or attachment to sensations (touch, taste,
smell, vision, and hearing) or thoughts (Kabat-Zinn, 1994). Their interpretations of the context,
meaning or the experiences are increasingly decoupled from automatic mental processes, such as
impulses or heuristics that are often biased or inaccurate (Dane, 2011). They are aware of selfcentered thoughts and inclinations, yet enjoy a degree of freedom from them (Kabat-Zinn, 1994).
This freedom enables them to respond more skillfully in service encounters through a deep
understanding of and empathy for their customers.

4.2.2 Understanding customer expectations
Mindful employees, from a contemplative perspective, have a deeper empathy for the
customers. They are able to observe and read their customers’ emotions more clearly, as well as
their own self-centered or self-serving thoughts or inclinations. This enables employees to put
themselves into people’s shoes and feel their feelings.
From the cognitive perspective (Langer, 1989), mindful employees have the ability to
question automatic patterns of thought and action. They are able to draw new distinctions in
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streams of events and generate novel ways to cope with the particularities of the service
encounter. Moreover, they are able to engage in dialectical thinking, which is seeing things from
different or opposing points of view (Langer, 1989). This ability helps employees avoid
becoming trapped in their habitual routines. As a result, mindful employees do a better job of
understanding and responding to customer expectations - a prerequisite for delivering superior
service (Parasuraman, Berry & Zeithaml, 1991).
Knowles (2008) described two scenarios to illustrate how mindfulness training can
change a clinician’s attitude and actions towards a patient in a service encounter. Below is the
service encounter before Dr. Turner, the clinician, practiced mindful attention (Knowles, 2008,
p.56):
Ms. Smith comes to the clinic, again complaining of vague abdominal pains. She
will be seen by Dr. Turner, who has dealt with her and this complaint on
numerous occasions in the past. On the way into the room, Dr. Turner thinks,
“Here we go again. I don’t know how many times I have gone over this with her
and explained that there is nothing wrong. It is all in her head.” Soon after Ms.
Smith begins to describe her symptoms to Dr. Turner, she begins to cry. Dr.
Turner hands her a box of issues and thinks, “I don’t do tears.”
Here, Dr. Turner is trapped in past judgments and driven by the discomfort and
annoyance he feels at his patient’s emotional expression. He has concluded what is wrong with
the patient even before he examines her. He may think that he is responding to facts: the patient’s
history and her current physical condition. However, in reality he is reacting mindlessly. He is
unaware of his own thoughts, affect, physiological state and intentions, let alone those of the
patient. Next we have the service encounter after Dr. Turner practiced mindful attention
(Knowles, 2008, p.57):
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Dr. Turner breathes deeply before entering the room to see Ms. Smith. He notes
that the patient is here for the vague complaint of abdominal pain. Dr. Turner
acknowledges having the thought of having been in this situation before with Ms.
Smith, and then focuses his attention on this encounter. As Ms. Smith begins to
cry during the encounter, Dr. Turner acknowledges his own feeling of
discomfort. He accepts that in this moment she feels discomfort, and he does not
react to it by trying to control the situation to make his own unpleasant feeling go
away. Rather than try to stop Ms. Smith’s crying, he acknowledges that this
seems very important to Ms. Smith and asks if she would like to have a tissue
before they continue.
Here Dr. Turner is attuned to his own experiences that occur from moment to moment.
When he discovers that things are changing and thoughts such as “Here we go again” or “It’s the
same thing again” may be erroneous he can free himself from routine, automatic responses which
contain little new understanding of the customer (Knowles, 2008).
Moreover, with mindfulness, Dr. Turner is able to avoid surface acting such as wearing a
feigned look of concern while being bored and irritated. He is able to acknowledge both his own
feelings and those of his patient and reconcile the two in an authentic manner. Such deep acting is
not only positively related to customer satisfaction, it is also related to employee satisfaction
(Humphrey, Ashforth & Diefendorff, 2015).

4.2.3 Situational adaptability and flexibility
The service-dominant view of marketing emphasizes the idiosyncratic, experiential,
contextual and meaning laden features of interaction value (Vargo & Lusch, 2008). How
adaptable the service delivery system is when customers have special needs or requests becomes
a prominent source of customer satisfaction (Zeithaml, Bitner & Gremler, 2006). In these cases,
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customers judge service encounter in terms of the flexibility of the employees and the system.
Hence, it is often important for employees to avoid mindless routines and adjust the service
encounter to the specific customer.
Aside from special requests from customers, other situations of the service encounter,
such as service failure, also demand flexibility and adaptability. In fact, many researchers argue
that it is often suboptimal to routinize the service encounter since this contradicts the notion that
customer satisfaction is obtained through the dynamic nature of human interaction (Bettencourt &
Gwinner, 1996). Indeed, standardization and routinization in the service encounter can exacerbate
even minor issues of poor service delivery.
For example, when organizations engage in service recovery, their efforts with
standardized customer service operations often reinforce the customer’s initial negative reactions
(Hart, Heskett and Sasser, 1989). Even though employees in the service encounter respond to the
customer following a service script, they might be distracted by recalling the mechanical memory
of the rules in the service script without paying attention to what the customer is saying in the
present moment. In fact, this is a classic case of mindlessness. “When we are mindless, our
behavior is rule and routine governed; when we are mindful, rules and routines may guide our
behavior rather than predetermine it” (Langer, 2000, p.220). Mindlessly following a script may
cause the employee to ignore the greater variation in customer demands or other customer signals
(Ashforth and Fried 1988). Therefore, delivering superior service encounters requires situational
flexibility and adaptability from employees.
Both contemplative and cognitive perspectives maintain that mindfulness is about
“freeing oneself from misperceptions, thinking patterns, and self-imposed limitations that impede
creativity, clear seeing, and optimal mental and physical health” (Greeson, et al., 2014, p.533). As
such, mindful employees gain more degrees of freedom in their responses. When confronted with
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special requests or other situations in service encounters (e.g., service failure), mindful employees
are able to respond by changing their behaviors according to the situation. Moreover, mindful
individuals are able to see things from opposing points of view and recognize the value of each
perspective. Because they can appreciate alternatives – even if those are not the alternatives they
would have selected – it is easier for mindful employees to realize, accept and adapt to necessities
or unwanted outcomes (Langer, 1989). In summary, mindfulness leads to a more flexible attitude
toward change, an attitude that sees opportunities rather than threats in new situations.

4.2.4 Creativity of solutions
In addition to flexibility and adaptability, mindfulness can help employees bring
creativity to service encounters. Due to the capability of freeing themselves from spirals of
negative thoughts and emotions, mindful employees are more emotionally balanced and can
choose positive affective and behavioral reactions to newly emergent events (Neves, 2009).
Moreover, while negative emotions (e.g., depression) limit cognition, positive emotions broaden
cognitive potential and enhance creative thinking. Mindfulness has thus been shown to reduce
negative emotions and enhance cognitive potential and creativity (Langer, 1997). Indeed, emotion
regulation, understanding, situational adaptability and flexibility, and creativity of solutions are
closely related to each other: all can be leveraged to deliver a superior service encounter. In
research in which customers and employees are asked to provide personal stories about satisfying
and dissatisfying service encounters, one patient mentions the following experience at a hospital
(Bitner, Booms & Tetreault, 1990, p.78):
I didn’t have an appointment to see a doctor; however, my allergy nurse spoke to
a practitioner’s assistant and worked me in to the schedule. I received treatment
after a 10-minute wait. I was very satisfied with the special treatment I received,
the short wait, and the quality of the service.
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Another story was told by a hotel employee as follows:
The weather was very cold and I got off work at 7 a.m. as night auditor. Three
groups of hotel guests were having trouble starting their cars in the cold. I told
them that if they would like to sit in the lobby and have some coffee, I would
jump-start their cars.
These service encounters reflect the mindfulness of the nurse and the night auditor as
service employees. They deviate from routinized reactions and responses such as “Sorry, no
appointment” and “Sorry, I am off-duty.” Adaptability to the emergent situation allowed the
employees to create excellent service encounters that left indelible impressions on the patient and
hotel guests. Their solutions positively impacted both overall quality and customer satisfaction,
and ultimately led to positive word of mouth (Lloyd & Luk, 2011).

4.3 Discussion and Conclusion
Today, service plays a pivotal role in marketing and firms attach great importance to the
improvement of service encounters. Yet, when managers think about innovation in customer
service, they usually think about industrial or process enhancements that make service delivery
faster or more efficient (Dasu and Chase, 2010). We suggest that managers also pay close
attention to the subtleties in the interactions between service employees and customers; however,
because service value is idiosyncratic, experiential, contextual and meaning-laden (Vargo &
Lusch, 2008), this is not a simple task. Managers need technologies to redesign the soft side – the
psychological aspects – of service encounters; mindfulness is one such technology.
This paper introduces the notion of mindfulness to managers and suggests that it can
dramatically enhance service encounters in a number of ways. First, mindfulness enables service
employees to use deep acting. This not only sidesteps the pernicious effect of surface acting on
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employees’ well-being, but also heightens positive attitudes and feelings towards their work and
to their customers. Second, mindfulness fosters empathy toward others, which in the service
encounter translates into a deeper understanding of customers’ expectations; this, in turn, is a
prerequisite of superior service. Third, mindfulness training can transform employees’ thinking
patterns by rendering them more flexible and creative. With mindfulness, employees are more
easily able to adapt to each newly emergent service encounter and generate more skillful and
creative solutions. Last but not least, mindfulness can enhance employee job satisfaction and thus
reduce the high turnover that is characteristic of so many service jobs (Dane, 2011; Dane and
Brummel, 2013).
Given that mindfulness can be systematically developed through practice, managers
might find it worthwhile to implement mindfulness training in their organizations. Employees
who practice this skill will derive benefits in several domains, including mental coherence,
physical health and interpersonal functioning. Moreover, studies show that empathy,
interpersonal sensitivity and compassion are effectively improved with consistent practice of
mindful awareness (Knowles, 2008).
General Mills, Google, Apple, Nike, Aetna and McKinsey are on the growing list of
companies to recognize the rewards of mindfulness (Frankel, 2013; Schaufenbuel, 2014).
Following are useful resources for managers who are interested in instigating more mindful
service:
Center for Mindfulness in Medicine, Health Care, and Societyhttp://www.umassmed.edu/cfm
The Langer Mindfulness Institute- http://langermindfulnessinstitute.com
Guided Mindful Practices with Jon Kabat-Zinn- http://www.mindfulnesscds.com
Institute for Mindful Leadership- http://instituteformindfulleadership.org
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UCLA Mindful Awareness Research Center- http://marc.ucla.edu
Building on this paper, the third paper is presented to deepen our understanding of the
effect of mindfulness on service quality by empirically testing the effect of service employees’
state mindfulness on the quality of service encounters.

5. Paper Three: Mindfulness and Service Quality: Exploring
the Effect of State Mindfulness on Service Quality
5.1 Introduction
Service quality plays an essential role in the success and survival of firms in today’s
competitive environment (Dawkins & Reichheld, 1990; Riechheld & Sasser, 1990; Zeithaml,
Berry & Parasuraman, 1996). Service quality can be viewed as the gap between a customer’s
expectations of a particular service and their perceptions of the actual service delivery
(Parasuraman, Zeithaml, & Berry, 1988; Zeithaml, Parasuraman & Berry, 1990). Customers’
experience of the service encounter, i.e. “the dyadic interaction between a customer and service
provider” (Surprenant and Solomon, 1987), is an important determinant of their satisfaction and
assessment of service quality (Carlzon, 1987). Therefore, while investigating how to enhance
customers’ purchase experiences, researchers have focused on the encounter between service
employees and customers.
Service employees encountering their customers are frequently confronted with
emotional labor, “the management of feeling to create a publicly observable facial and bodily
display (Hochschild, 1983, p.7).” While facing emotionally charged encounters, service
employees need to manage their emotions as part of their job (Hochschild, 1983). However,
emotional labor makes service employees especially prone to emotional exhaustion and reduced
job satisfaction (Côté & Morgan, 2002; Hochschild, 1983; Hülsheger & Schewe, 2011). This
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invariably will lead to reduced job performance (Heskett & Schlesinger, 1994; Sasser,
Schlesinger & Heskett, 1997).
Wang, Berthon, Pitt and McCarthy’s (2016) conceptual paper introduces mindfulness
to managers and explores its potential for enhancing the service encounter. Mindfulness in this
paper refers to a non-elaborative, nonjudgmental, and moment-to-moment awareness (KabatZinn, 1994; Bishop et al., 2004), as well as a meta-process that interprets external and internal
stimuli with a focus on drawing new distinctions (Langer, 1989). Building on Wang et al (2016),
the current study aims to deepen our understanding of the effects of mindfulness on service
quality by empirically testing the effects of service employees’ state mindfulness, a brief mindful
state on a onetime basis (Arch and Landy, 2015), on consumers’ perception of service quality.
Furthermore, the literature of mindfulness (e.g., Glomb, Duffy, Bono & Yang, 2011)
indicates that the benefits of mindfulness at work may be particularly strong when emotional
labor is required. While employees are charged with emotional labor, monitoring and adjusting
their felt and expressed emotions (Gabriel & Diefendorff, 2015), more mindful individuals put
less emotive efforts into displaying a required emotion. Moreover, they experience less emotive
dissonance between their expressed emotional demeanor and their genuinely felt emotions
(Kruml and Geddes, 2000; Mann, 1999). Therefore, in the present study, we propose that state
mindfulness impacts employees’ service encounter quality through reducing their emotional
labor. In other words, emotional labor is proposed to be a mediator between state mindfulness and
the service quality perceived by customers.
Another factor that might impact the relationship between state mindfulness and service
encounter quality is the type of service encounter. The literature on encounter management (e.g.,
Mok, Sparks & Kadampully, 2013) suggests that different types of service encounters demand
different knowledge and skills from employees interacting with the customers. For example,
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consider the potential for differences in a short, non-customized and product-oriented service
encounter at McDonald’s versus a highly customized and more complex service encounter in a
fine restaurant. Hence, we propose that whether the service encounter is a highly structured or
less structured one, the effect of state mindfulness on the service encounter quality is affected.
In the present study, we use a mixed design experiment to test for the causal
relationship between state mindfulness and service encounter quality. Emotional labor is
hypothesized as the mediator between state mindfulness and service encounter quality. The
degree of the structure of a service encounter is hypothesized to moderate the relationship
between state mindfulness and the service encounter quality.
This paper is set out as follows. First, we review the literature on mindfulness, service
quality, emotional labor and types of service encounters. Second, we develop a series of
hypotheses linking these constructs. Third, we outline the methodology we used to test these
hypotheses, specifically the experimental design, participants, measures, and context. Fourth, the
experimental data is presented and analyzed. Fifth, the results are discussed, and the managerial
implications are explored. Finally, we discuss the limitations and future research opportunies.

5.2 Literature Review
In order to present a nuanced picture of the effects of state mindfulness on service
encounter quality, we next review the literature of mindfulness in section 5.2.1, defining the form
of mindfulness (i.e., state mindfulness) that we will focus on in the present study. After that, we
review service quality literature in section 5.2.2, defining the concept of service encounter quality
and discussing the potential effect of state mindfulness on it. In section 5.2.3, we review the
literature of emotional labor and discuss the potential mediating role of service employees’
emotional labor between state mindfulness and perceived service quality. After that, we discuss
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the potential moderating role of the types of service encounters (i.e., highly structured versus less
structured service encounters) in section 5.2.4.

5.2.1 State Mindfulness
5.2.1.1 Two Perspectives on Mindfulness
Two distinct yet related concepts of mindfulness exist in the mindfulness literature
(Pirson, Langer, Bodner & Zilcha-Mano, 2012; Wang et al., 2016). One emerged from
contemplative, cultural and philosophical traditions, with roots in the Buddhist notion of sati, the
Pali word meaning awareness or skillful attentiveness (Wang et al., 2016). Contemplative
mindfulness emphasizes the cultivation of a moment-to-moment, non-judgmental and nonreactive
awareness of one’s present experience (Brown & Ryan, 2003; Kabat-Zinn, 1994). It is mainly
practiced through formal and informal meditation with an aim to nonjudgmentally observe inner
experiences of the participant (Pirson et al., 2012). The traditional spiritual orientation of
mindfulness maintains that clearing the mind and living in the moment enable an individual to
access objective truth in the world, a concept called veridical perception, or seeing the world as it
is (e.g., Yeganeh, 2006).
The other concept of mindfulness emerged from social psychology, and specifically
from the pioneering work on mindlessness and choice by Ellen Langer (Ie, Ngnoumen, & Langer,
2014). In her works, mindlessness is defined as a mindset of rigidity in which one adheres to a
single perspective of distinctions or categories drawn in the past and acts automatically, oblivious
to context or perspective (Langer, 1989, 1997). By contrast, mindfulness is defined as an active
mindset characterized by novel distinction-drawing that results in being situated in the present,
sensitive to context and perspective, and guided (but not governed) by rules and routines (Langer
& Moldoveanu, 2000; Pirson et al., 2012). This socio-cognitive approach to mindfulness differs
from the meditative approach because it usually includes the external, material and social context
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of individual participants (Baer, 2003; Langer, 1989). It involves the use of mindfulness in
enhancing problem solving (Baer, 2003; Langer, 1989; Yeganeh, 2006).
The two distinct perspectives on mindfulness relate to each other in that they both focus
on moment-to-moment awareness and stress the importance of ‘presence’ (Ie, Ngnoumen, &
Langer, 2014). They both maintain that, by being situated in the present, mindfulness is about
“freeing oneself from misperceptions, thinking patterns, and self-imposed limitations that impede
creativity, clear seeing, and optimal mental and physical health” (Greeson, et al., p. 533).
Next, we discuss three forms of mindfulness studied in the literature. Then, we explain
why we chose state mindfulness to study and the operational definition of state mindfulness.
5.2.1.2 State Mindfulness
Contemplative mindfulness has been studied in a variety of forms: trait or dispositional
mindfulness (e.g., Brown & Ryan, 2003); formally trained mindfulness (e.g., Kabat-Zinn, 1990);
and induced state mindfulness (e.g., Arch & Craske, 2006). Specifically, “trait mindfulness
represents the tendency to reside in mindful states over time, whereas, trained mindfulness
represents the trained capacity to cultivate and more frequently reside in mindful states (Arch and
Landy, 2015, p.209).” The third form of mindfulness, induced state mindfulness, refers to a brief
mindful state on a onetime basis (Arch and Landy, 2015).
Researchers (e.g., Bishop et al., 2004) stress the state-like quality of mindfulness, see
“mindfulness as much closer to a state than a trait (Bishop et al., 2004, p.234)” and believe that
evocation and maintenance of mindfulness are dependent on the regulation of attention while
cultivating an open orientation to experience. When Bishop et al. (2004, p. 234) proposed their
operational definition of mindfulness, they said,
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In summary, we see mindfulness as a process of regulating attention in order to
bring a quality of nonelaborative awareness to current experience and a quality of
relating to one’s experience within an orientation of curiosity, experiential
openness, and acceptance. We further see mindfulness as a process of gaining
insights into the nature of one’s mind and the adoption of a de-centered
perspective (Safran & Segal, 1990) on thoughts and feelings so that they can be
experienced in terms of their subjectivity (versus their necessary validity) and
transient nature (versus their permanence).
Stressing the state-like quality of mindfulness, Bishop et al. (2004, p. 234)
proposed that “mindfulness is therefore similar to a skill that can be developed with
practice…..As long as attention is purposely brought to experience in the manner
described, mindfulness will be maintained, and when attention is no longer regulated in
this manner, mindfulness will cease.”
Maintaining awareness of the breath and noting sensations, thoughts and feelings is a
basic skill to evoke a mindful state. It usually takes at least eight weeks for individuals to practice
and acquire this skill in a mindfulness-based course, which involves 45 minutes of daily practice
on one’s own, weekly two- or two-and-a-half-hour group training sessions and a daylong retreat
(e.g., the course developed by Kabat-Zinn in the 1970s). However, even though nowadays, large
corporations are investing in mindfulness-based courses (Schaufenbuel, 2014; Levin, 2018), there
are a lot of service employees who have no opportunities to benefit from these great resources.
Ease of access, time constraints, space limitations and monetary costs are all the reasons why
registering in a standard mindfulness-based course as described above is not a solution for most
service employees. Yet, the good news is that successfully using a mindfulness practice in the
workplace does not require a standard mindfulness training program. Also, because the present
study explores the effects of a brief mindful state on the quality of service encounters, the
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situational specificity of mindfulness or the quality of mindful presence at a given moment in
time (Brown, Creswell & Ryan, 2015) and its immediate effect are of interest of the study.
Arch and Craske (2006) investigated the immediate effects of a 15-minute experiential
“induction” of focused breathing using ongoing mindfulness of breath instructions. They used the
“induction” as an analogue of mindfulness. Their research suggests that the recorded focused
breathing induction in a normal, primarily undergraduate population would decrease the intensity
and negativity of emotional responses to affectively valenced picture slides and increase
willingness to remain in contact with aversive picture slides. Similarly, in the present study, we
used a 15- minute recorded audio focused breathing induction to analogize mindfulness,
modeling the effects of a first-time/one-time instruction in the mindfulness meditation technique.
We also used a normal undergraduate population to test the results.
In addition, similar to Kabat-Zinn (1994) and Bishop et al. (2004), we define mindfulness
as a moment-to-moment awareness, i.e., we adopt the contemplative approach to mindfulness.
More details of the operationalized state mindfulness can be found in section 5.3.2.1.

5.2.2 Service Encounter and Its Quality
5.2.2.1 Service Encounter
The term “service encounter” has been widely used to indicate the contact situation
between service customer and service provider in service management literature. According to
Bitner, Booms and Tetreault (1990), there are two types of definition of a service encounter. One
type defines the service encounter as “the dyadic interaction between a customer and service
provider” (e.g., Surprenant and Solomon, 1987). This definition draws on Solomon et al. (1985)’s
work suggesting that “service encounters are role performances”, in which both customers and
service providers have roles to enact. This definition of service encounter focuses on the
interpersonal element of service firm performance.
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The other type defines the service encounter more broadly as a time period during which
a consumer directly interacts with a service. This definition encompasses all aspects of the service
firm with which the consumer may interact, including its personnel, its physical facilities, and
other visible elements. It does not limit the encounter to the interpersonal interactions between the
customer and the firm but suggests that service encounters can occur without any human
interaction element. While recognizing this line of definition, the present study focuses on the
personal interactions between customers and employees in service encounters.
Researchers, such as Zeithmal and Bitner (2003), Gronroos (1990), Carlzon (1987),
Normann (1984), have termed a service encounter as the “moment of truth”, because it is what
happens during these encounters that form the basis of how consumers will judge the business.
Carlzon (1987) described the “moment of truth” as every point of contact between the customer
and front-line staff member or agent of the company. Although these contacts are relatively small
incidents in themselves, “moments of truth” are make-or-break occasions when an organization
has the opportunity to disappoint the customer by failing to meet expectations or get it right by
matching those expectations or even excel by exceeding expectations (Zeithmal and Bitner,
2003).
5.2.2.2 Value Creation in Service Encounters
In the contemporary service-dominant view of marketing, service plays a central role in
value creation (Vargo & Lusch, 2004). Admittedly, when firms offer goods to customers, they
engineer the value at the manufacturing plant and deliver it intact to the customer. However,
when firms provide services to customers, firms and customers create value together, because the
production and consumption of services are inseparable (Zeithaml et al., 1990).
Customers are co-producers of the value, observing and evaluating the production
process as they experience the service. As a result, customers do not evaluate service quality only
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by the outcome of a service (e.g., how a customer’s hair looks after a haircut), but also by the
process of service delivery (e.g., how friendly, involved and responsive the hair stylist is during
the hair cut) (Zeithaml et al., 1990).
In fact, due to the inseparable relationship between service production and consumption,
service employees and their customers have become collaborators in value creation (Lusch,
Vargo, & O’Brien, 2007). Consequently, service encounter quality is dependent on the
interactions between service employees and customers. In service encounters, how service
employees provide services affects both customers’ experiences and how customers react to
service employees’ service; in return, how customers react to service employees’ serving,
influences service employees’ attitudes toward their job and customers. Therefore, the value cocreated by a service employee and a customer in a service encounter is idiosyncratic, experiential,
contextual, and meaning-laden (Vargo & Lusch, 2008).
5.2.2.3 Service Encounter Quality and Its Dimensions
The service quality literature includes research on traditional service quality (e.g.,
Grönroos, 1982; Lehtinen and Lehtinen, 1982; Lewis and Booms, 1983; Zeithaml et al., 1988,
1990, etc.) and research on website service quality (e.g., Parasuraman, Zeithaml, & Malhotra,
2005; Santos, 2003; Yoo, B., & Donthu, 2001, etc.). Traditional service quality refers to the
quality of all people-delivered services, while website service quality refers to the extent to which
a Web site facilitates efficient and effective shopping, purchasing and delivery (Parasuraman et
al., 2005). The present study focuses on how individual state mindfulness impacts the quality of
people-delivered services. In addition, empirical research in both service quality and service
satisfaction affirms the importance of service encounter quality, the quality of customer/employee
interactions in the assessment of overall quality and/or satisfaction with services (Bitner et al.,
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1990). Next, we explore traditional service quality literature and delineate service encounter
quality.
Early studies on service quality suggested that service quality results from a comparison
of what customers feel a company should offer with the company’s actual service performance
(Grönroos, 1982; Lehtinen and Lehtinen, 1982; Lewis and Booms, 1983). This notion that service
quality is a function of the expectations-performance gap was reinforced by an extensive multisector study by Parasuraman et al., (1985). Based on common insights from 12 customer focusgroup interviews across four different service sectors, they formally defined service quality as the
degree and direction of discrepancy between customers’ service perceptions and expectations.
The present study follows this definition to define service encounter quality as the degree and
direction of discrepancy between customers’ perceptions and expectations of their interaction
experiences with service employees.
After going through well-established procedures for designing scales to measure
constructs that are not directly observable, Zeithaml et al. (1990) developed and published an
instrument for measuring customers’ perceptions of service quality, SERVQUAL. This
instrument has five distinct dimensions: tangibles, reliability, responsiveness, assurance and
empathy. Definitions and the importance order of the five dimensions are shown in Table 1.
Close examination of the scale items for each dimension reveals that a majority of all the items
relate directly to the human interaction element of service delivery (Bitner et al., 1990).
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Table 1. Definitions and Importance Order of Five Dimensions of Service Quality in
SERVQUAL
Importance of
SERVQUAL

dimensions
(in descending
order)

1
2
3
4
5

Dimensions of
Service
Quality

Definitions

Reliability

Ability to perform the promised service dependably and
accurately.
Responsiveness Willingness to help customers and provide prompt service.
Assurance
Knowledge of and courtesy towards of employees and
their ability to convey trust and confidence.
Empathy
Caring, individualized attention the firm provides its
customers.
Tangibles
Appearance of physical facilities, equipment, personnel,
and communication materials.

Source: Zeithaml, Parasuraman & Berry (1990, p.26)

The SERVQUAL generated debate in the literature about the most appropriate ways to
assess service quality (Brown, Churchill, and Peter, 1993; Carman, 1990; Cronin and Taylor,
1992; Parasuraman et al., 1991, 1993; Parasuraman et al., 1994a, 1994b; Teas, 1993). However,
the notion that quality of service stems from a comparison of actual service performance with
what it should or would be has broad conceptual support. Also, the SERVQUAL dimensions
capture the general domain of service quality fairly well (Parasuraman et al., 2005). Therefore,
the present study adapts a service encounter quality scale from the SERVQUAL.
Through using the SERVQUAL in many different studies, Zeithaml et al. (1990) further
found that, the number one concern of customers today is reliability, followed in order by
responsiveness, assurance and empathy, with slight differences in their mean importance rating
on a 10-point scale. What matters least to current customers across four industries (i.e., creditcard, repair-and maintenance, long-distance telephone and banking) in assessing service quality is
tangibles.
The present study aims to find out whether and how service employees’ state mindfulness
affects the service encounter quality. While service employees’ mindful presence at a given
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moment will not affect the appearance of firms’ physical facilities, equipment, personnel, and
communication materials, we hold the dimension of tangibles constant in the present study and
focus on the impact of state mindfulness on the other four dimensions: reliability, responsiveness,
assurance and empathy.
5.2.2.4 Service Encounter Quality and Mindfulness
Notably, the four distinct dimensions of SERVQUAL require employees to (1) be
reliable service providers worthy of trust; (2) react quickly and positively to customers’ demands;
(3) have a strong ability to convey trust and confidence to customers; (4) understand and share the
feelings of customers (Zeithaml et al., 1990).
Good emotional regulation is critical for employees to perform the promised service
dependably and accurately, because emotional regulation is a central demand and a major source
of strain for a wide range of service jobs (Côté, 2005; Grandey & Diamond, 2010). Mindfulness
is reported to reduce employees’ emotional exhaustion, improve their job satisfaction and work
performance (e.g., Hülsheger, Alberts, Feinholdt & Lang, 2013). Therefore, we propose that
Proposition 1: In service encounters, compared with less mindful ones, mindful
employees are more likely to act as reliable service providers.
Also, with mindfulness, individuals are able to perceive the self as it is without the
constraints of automaticity while simultaneously imagining what it is like to be the other
(Cozolino, 2006; Glomb et al., 2011). With the meta-cognitive awareness generated from
mindfulness, individuals can develop the capacity to understand their own internal emotional
processes, which can help them better understand the emotional processes of others (Teasdale et
al., 2002). Therefore, mindfulness employees are more likely to see life from another’s
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perspective, to be attuned to others, to resonate with them, and to have compassion (Cozolino,
2006). We propose that
Proposition 2: In service encounters, compared with less mindful ones, mindful
employees feel more empathetic to customers.
In addition, with mindfulness, individuals are able to respond to the environment through
changing their behaviors according to the situational specificity of that moment (Langer, 1989).
Non-judgmental and non-elaborative present-moment awareness (i.e., mindfulness) makes it
easier for mindful individuals to realize, accept and adapt to necessities or unwanted outcomes.
Mindfulness enables individuals to respond in a flexible manner with a careful assessment of the
situation, the available response options and the final initiation of actions (Siegel, 2007).
Therefore, mindful employees are more willing to help customers and react positively to
customers’ demands in service encounters. We propose that
Proposition 3: In service encounters, compared with less mindful ones, mindful
employees are more responsive to customers.
More importantly, with mindfulness, individuals can free themselves from those selfimposed limitations that impede creativity (Greeson et al., 2014). Specifically, mindfulness has
been shown to reduce negative emotions, which limit cognition, and increase positive emotions,
which broaden cognitive potential and enhance creative thinking (Langer, 1997). A recent study
done by Kiken and Shook (2011) found that mindfulness not only reduces negativity bias, or the
tendency to weigh negative information, events or emotions more than positive, but also increases
positive judgements, the perception of positive qualities.
Following this sense, mindful employees are more creative than less mindful ones in
engineering solutions and responding to customers’ special requests or problems. They are more
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competent in dealing with the emergent or unexpected situations in service encounters. Together
with higher empathy as well as better emotional regulation generated by mindfulness, mindful
employees are more capable of helping customers promptly and politely. In this sense, mindful
employees possess a stronger ability to convey trust and confidence. We propose that
Proposition 4: In service encounters, compared with less mindful ones, mindful
employees possess a stronger ability to assure customers.
As previously discussed, the present study defines service encounter quality as the
difference between customers’ expectations, (i.e., what customers feel service firms should offer)
and service employees’ performance perceived by customers. Because service employees’ state
mindfulness has little to do with their customers’ expectations, but directly impacts their’
performance in the service encounter, therefore, we propose that
Proposition 5: In service encounters, compared with less mindful ones, mindful
service employees deliver services with a higher quality in customers’
perceptions.
For these reasons, we hypothesize that, in service encounters,
H 1:

Service employees with high (low) state mindfulness will provide higher (lower) levels of
overall service quality.
H1a: Service employees with high (low) state mindfulness will provide higher
(lower) levels of service reliability.
H1b: Service employees with high (low) state mindfulness will provide higher
(lower) levels of service responsiveness.
H1c:

Service employees with high (low) state mindfulness will provide higher
(lower) levels of service assurance.

H1d:

Service employees with high (low) state mindfulness will provide higher
(lower) levels of service empathy.
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Due to the central role that emotional regulation plays in delivering quality services
(Côté, 2005; Grandey & Diamond, 2010), we next discuss the role of emotional labor, i.e., the
management or regulation of emotion sold for a wage (Hochschild, 1983), in the effect of state
mindfulness on service encounter quality.

5.2.3 The Mediating Role of Emotional Labor
5.2.3.1 Emotional Labor
As Hochschild (1983) notes, while service employees are doing their job, in addition to
physical and mental labor, they are also doing emotional labor, “the management of feeling to
create a publicly observable facial and bodily display (Hochschild, 1983, p.7)”. Emotional labor
requires them to suppress their feelings while putting on an outward countenance that is both
empathetic and pleasing to their customers. In other words, service employees must express
socially desired emotions during service transactions, making efforts to understand customers,
have empathy with customers’ situations, and feel customers’ feelings as a part of their own
(Ashforth & Humphrey, 1993; England & Farkas, 1986). For example, hair stylists are expected
to be involved, flight attendants are expected to feel cheerful and friendly, funeral managers are
expected to feel somber and reserved, and nurses are expected to feel empathetic and supportive,
etc.
These expectations become feeling rules concerning the appropriate emotional reactions
of individuals involved in service encounters (transactions) (Hochschild, 1979, 1983). In order to
abide by these feeling rules, service employees have to engage in emotional labor. This definition
of emotional labor by Hochschild (1983) emphasizes service employees’ internal state, i.e. the
emotions that service employees actually felt in service encounters (Ashforth & Humphrey,
1993).
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In contrast, Ashforth & Humphrey (1993) define emotional labor as “the act of
displaying appropriate emotion (i.e., conforming to a display rule) (p. 90)” and stress that they
prefer a display rules to feeling rules because, it is relatively easy for customers, managers and
peers to observe through behavior how well service employees comply with the rules, as well as
what emotions ought to be publicly expressed.
Yet, we argue that definitions by Hochschild (1983) and Arshforth & Humphrey (1993)
can be regarded as two sides of one coin, the coin of service employee emotional labor: what
service employees actually feel and what they have to display to conform to the “rules.” Both the
internal state and the display behavior of service employees determine their emotional labor,
including how much emotive efforts and how much emotive dissonance they experience (Kruml
and Geddes, 2000). Here, emotive efforts refer to the efforts that service employees put into
displaying an emotion required by organizations and expected by customers. Emotive dissonance
refers to “the state that exists when there is a discrepancy between the emotional demeanor that
an individual displays because it is considered appropriate, and the emotions that are genuinely
felt but that would be inappropriate to display” (Mann, 1999, p. 353). Neither is dispensable.
5.2.3.2 Effects of State Mindfulness on Emotional Labor and Service Encounter Quality
Emotional labor has been described as a self-regulatory process that unfolds over the
course of customer interactions, with employees continuously monitoring and adjusting their felt
and expressed emotions (Gabriel & Diefendorff, 2015). State mindfulness refers to the quality of
mindful presence at a given moment in time (Brown, Creswell & Ryan, 2015) and is similar to
the skill of purposely regulating attention to and keeping an awareness of a momentary situation
in a non-elaborative and non-judgmental way (Bishop et al., 2004). With this mindful presence at
a given moment, service employees are able to experience their thoughts and feelings “in terms of
their subjectivity (versus their necessary validity) and transient nature (versus their permanence)”
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(Bishop et al., 2004, p.234). We expect that state mindfulness significantly affects service
employees’ emotional labor, the process of monitoring and adjusting their felt and expressed
emotions.
Specifically, during the customer interaction, state mindfulness renders service
employees a de-centered perspective on thoughts and feelings, the awareness of one’s experience
with some distance and disidentification rather than being carried away by one’s thoughts and
feelings (Safran & Segal, 1990). Through decentering self from events, mindful service
employees experience internal and external events without evaluation (Glomb et al., 2011). By
deliberately turning attention to the present moment with a non-judgmental attitude, mindful
service employees stand back and witness their thoughts and feelings more objectively, without
being immersed in them.
For example, when service employees are being insulted and accused by customers,
they can be fully aware of the situation but realize that this has nothing to do with their true self
and that this is a transient situation instead of a permanent one. They also realize that their
thoughts are not accurate representations of reality and that they eventually will pass by
(Chambers, Gullone, & Allen, 2009; Sedlmeier et al., 2012). In so doing, state mindfulness helps
service employees reduce their negativity bias, which usually elicits negative emotions (Kiken
and Shook, 2011). Also, state mindfulness increases service employees’ perception of positive
qualities (Kiken and Shook, 2011), so it broadens their cognitive potential and enhances their
creative thinking (Langer, 1997). This positive judgment gives them more freedom to innovate
solutions when dealing with the situation in that moment. In this way, state mindfulness reduces
service employees’ emotional distress (Lau et al., 2006) and increases their positive emotion.
In fact, state mindfulness provides service employees a fresh perspective towards the
present situation and invigorates them to actively adapt to it and flexibly respond to their
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customers. With more positive emotion, more empathy, more flexibility and adaptability, mindful
employees display more of their true feelings and experience less emotional dissonance and effort
(Kruml and Geddes, 2000). Ultimately, due to experiencing less emotional labor in service
encounters, mindful employees deliver a higher level of service encounter quality as perceived by
customers (Hülsheger et al., 2013). We propose that
Proposition 6: In service encounters, state mindfulness reduces service
employees’ emotional labor, and the reduced emotional labor leads to an
increased service encounter quality as perceived by customers.
We hypothesize that
H2a: In a service encounter, workers with a higher level of state mindfulness
experience less emotional labor.
H2b: In a service encounter, workers who experience less emotional labor provide a
higher level of service encounter quality in customers’ perceptions.

5.2.4 The Moderating Role of Service Encounter Structures
It has long been recognized that different types of services have different implications for
marketing action (Lovelock, 1983). Therefore, while we measure the impact of state mindfulness
on service encounter quality perceived by customers, we also want to probe whether this impact
will be affected by different characteristics of different service encounters.
Lovelock (1983) proposed five schemes for classifying services in ways that transcend
narrow industry boundaries. The scheme that is pertinent to service encounters is the one based
on the extent to which customer contact personnel exercise judgment in meeting an individual
customer’s needs. Given mindfulness training is proposed to empower service employees to more
flexibly respond to their customers and more innovatively engineer solutions to problems arising
in the encounters (Wang et al., 2016), the extent to which service employees have their own
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discretion to customize their service to suit customers’ needs is expected to alter the effect of
individual state mindfulness on service encounter quality.
On these grounds, this paper classifies service encounters into highly structured and less
structured service encounters. Highly structured service encounters refer to those in which service
employees “have relatively little discretion in altering the characteristics of the service they
deliver (Lovelock, 1983, p.15)” and little to no room to respond and adapt to suit individual need
and want under their own discretion. In contrast, less structured service encounters require a
judgment-based, customized solution. The role of a service employee is to diagnose the nature of
the situation, then design a solution.
Compared with those performing in highly structured service encounters, service
employees in less structured encounters are expected by their customers to deliver more
customized services tailored to individual needs. For this reason, they are expected by
organizations to exercise more judgment, flexibility and adaptability in meeting individual
customer needs. These expectations demand more emotional labor from service employees than
those of highly structured encounters. Given that state mindfulness is proposed to reduce service
employees’ emotional labor, i.e., reducing emotive efforts and dissonance, we propose that state
mindfulness benefits service employees in less structured service encounters more than it benefits
those in highly structured service encounters.
Proposition 7: State mindfulness benefits service employees in less structured
service encounters more than it benefits those in highly structured service
encounters.
State mindfulness is proposed to empower service employees to hold more positive
emotions towards, be more empathetic with, be more creative in solving problems for and
displaying more of their genuinely felt emotions towards their customers. This greater effect of
state mindfulness on service employees’ emotional labor in less structured service encounters
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ultimately leads to a bigger effect of state mindfulness on service encounter quality in customers’
perceptions. We therefore propose that
Proposition 8: The ultimate effect of state mindfulness on service encounter
quality in customers’ perceptions in less structured service encounters is greater
than that in highly structured service encounters.
Accordingly, we hypothesize that
H3: The effect of state mindfulness on service employees’ emotional labor in a
less structured service encounter is greater than that in a highly
structured service encounter.
H4: The effect of state mindfulness on service encounter quality perceived by
customers in a less structured service encounter is greater than that in a
highly structured service encounter.

Figure 1 exhibits a hypothesized model that links state mindfulness, emotional labor,
service encounter quality and structure. As shown, we want to test the relationship between state
mindfulness of service employees and their service encounter quality. Emotional labor is
hypothesized to be a mediator between state mindfulness and service encounter quality. The
degree of the structure of a service encounter is hypothesized to be a moderator of the effect of
state mindfulness on emotional labor and service encounter quality.
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Figure 1. Hypothesized Effects of State Mindfulness on Service Encounter Quality

5.3 Experiment
5.3.1 Participants and procedures
We contacted 209 college students at an American university in New England to
participate in our experiment in exchange for course credit between October and December of
2018. We screened out 49 individuals with clinical levels of anxiety and depression using the
eligibility criteria---the Hospital Anxiety and Depression Scale (HADS; Zigmond & Snaith,
1983). We then emailed the remaining 160 students and invited them to sign up for the study
across 52 sessions. Each student could only sign up for only one session. 140 participants finally
participated in this lab-based experiment.
Prior to the experimental session, participants were given a brief introduction to the
experiment. In the experimental session, participants performed as university service center
representatives who interacted with prospective students inquiring about university-related issues
via online chatting. As illustrated in Figure 2, the experiment has a 2 (State Mindfulness: High,
Low) × 2 (Structure of Encounter: High, Low) × 2 (Type of Encounter: Neutral, Emotional)
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mixed factorial design. Both state mindfulness and the structure of the task were manipulated
between subjects while the nature of the encounter (emotionally charged or not) was manipulated
within subjects. Participants were randomly assigned to one of the four experimental conditions.
Figure 2. Four Treatment Groups in the Experiment

Each participant completed two tasks requiring interactions via online chatting with an
automated customer. We used Qualtrics survey software to create online surveys to simulate
online service encounters. Customer responses were automated to reduce variation. After the
experimental session, the service encounters were reviewed by five independent evaluators to rate
the quality using rating rules developed by the researcher (see Appendix 7).
We did not explicitly provide to the participants any display rule or feeling rule
concerning the appropriate emotional reactions of individuals involved in service encounters
(Ashforth & Humphrey, 1993; Hochschild, 1983), because explicit display rules increase the
likelihood that emotional display is regulated and that would lead employees to engage with
greater emotional labor (Diefendorff, Croyle and Gosserand, 2005). We did provide them with a
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scripted greeting, i.e., “My name is ___ and I am happy to help you with questions about ***
University. What can I do for you today?”
Manipulation of State mindfulness. Participants in high mindfulness manipulation
groups received 15-minute recorded audio instructions to induce a more mindful state through
focused breathing (adapted from Kabat-Zinn, 1990; Arch and Craske, 2006). The instructions
started with “Please sit on a chair with an erect and dignified posture, with your head, neck and
back aligned vertically. [Pause for 5 seconds] Please sit away from the back of the chair so that
your spine is self-supporting. Remember, your back, neck and head should be aligned in the
vertical. You should relax your shoulders and do something comfortable with your hands. You
can put your hands on your knees or rest them in the lap. [Pause for 5 seconds] Now, please close
your eyes and bring your attention to your breathing. You feel it come in and you feel it go out.”
After that, the participants were guided in anchoring their attention on the qualities of each breath
as it occurs, without trying to control the breath but simply experiencing it as it is in that moment.
They were guided to create full awareness on the inbreath and outbreath by observing it.
Additional instructions guided participants to register and accept any thoughts, feelings or
sensations as they occur--- acknowledging them gently without dwelling on them---to reconnect
to the present moment. Reminders and variations of these instructions were repeated periodically
throughout the 15-min instructional period, but instructions were consistent for all participants.
In order to prevent the potential elapse of the induced mindful state, we used a 3-minute
mindful breathing review to sustain the mindful state of participants. More specifically, after
participants in high mindfulness manipulation groups completed their first service encounter and
before they entered their second one, they were given 2.5 minutes to silently repeat the mindful
breathing skills they learned at the beginning. After that, they followed the screen instructions and
answered 4 short questions, which were timed for another 0.5 minute. These questions included:
a. Focus on your breath; is it deep or shallow? b. Focus on your hands; are they warm or cold? c.
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Focus on your feelings; which feeling/emotion is most prominent? d. Focus on your thoughts; is
your mind busy or quiet? The 3-minute mindful breathing review was inspired by a method used
for raising the consciousness level of workers and confirming that conditions are regular and
clear, increasing the accuracy and safety of work (Iwasaki & Fujinami, 2012). In occupational
safety, it is called “pointing and calling” and is used for avoiding mistakes by pointing at
important indicators and calling out the status. This is a common practice in Japan and Chinese
railways and is sometimes referred to by its Japanese name, shisa kanko (ᤷᐞொબ).

Participants in low mindfulness manipulation groups were asked to wait for 15 minutes
until the researcher resolved a technical problem. While they were waiting, they could do
anything except for chatting with each other, standing up or walking around. These instructions
were consistent for all participants. In between the two service encounters, they were asked to
wait for 3 minutes until the researcher connected them to the second customer.
Manipulation of Encounter Structure. Participants in the highly structured service
encounters, were asked factual questions about their university. Answers to these questions were
provided to participants in an information sheet. Participants in the less structured service
encounters were asked experiential questions about their lives at their university. Students had to
draw on their life-experiences at their university to answer.
Manipulation of Emotional Valence. In the emotionally charged encounters, the
participants interacted with a rude prospective student, while in the non-emotionally charged
encounters, the participants interacted with a polite prospective student. The order of their tasks
was random. This simulates high and low emotional labor.
After the completion of each of the two tasks, the participants were instructed to rate
their state mindfulness and emotional labor that they just experienced in the experiments.
Figure 3 shows the timeline of the experiment from a participant’s perspective.
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5.3.2 Measures
5.3.2.1 State mindfulness scale
We measured individual state mindfulness using 13 items adapted from Lau et al.,
(2006). The Toronto Mindfulness Scale (TMS), developed and validated by Lau et al., (2006) is
based on the operational definition of mindfulness proposed by Bishop et al., (2004), which is the
guideline used to operationalize state mindfulness in our present study, as discussed in section
5.2.1.2.
We kept all items of TMS that measure Decentering, the awareness of one’s experience
with some distance and disidentification rather than being carried away by one’s thoughts and
feelings, such as item 1, 2, 4, 7, 8, 9, 10. An example item is “I experienced myself as separate
from my changing thoughts and feelings”. We reworded those items that measure Curiosity, the
quality of curiosity about present moment experience, such as item 3, 5, 6, 10, 12, 13, in order to
tailor them to the present study. In the present study, we want to stress the self-regulated momentto-moment awareness in a service encounter, so we prefer to use “being aware of” to replace
“being curious about”. For example, item 5 from TMS “I was curious to see what my mind was
up to from moment to moment” is reworded as “I was aware of what my mind was up to from
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moment to moment.” As a result, these 6 items were relabeled accordingly as Awareness. Details
of this adapted state mindfulness scale can be found in Appendix A1.
5.3.2.2 Emotional Labor Scale
We measured individual emotional labor using 6 items adapted from Kruml and Geddes
(2000), who empirically investigate Hochschild’s theory of emotional labor and initiate
development of a valid and reliable scale of emotional labor. The findings of their study support a
two-dimensional view of the emotional labor construct: emotive dissonance and emotive effort.
The former refers to the state that exists when there is a discrepancy between the emotional
demeanor that an individual displays and the emotions that are genuinely felt. The latter refers to
the efforts that service employees put into displaying an emotion required by organizations and
expected by customers.
In order to best suit the scenario that we set up for the participants in the experiment,
items of Kruml and Geddes (2000) were adapted by using “the customer” to replace “customers”,
and “the university” to replace “the company”. In addition, we changed the verb tense from
present to past tense to indicate to the participants we wanted to know what they just experienced
in the service encounter.
In the adapted emotional labor scale, items 1-4 measure emotive effort, for example, “I
tried to talk myself out of feeling what I really felt when helping the customer.” Items 5 and 6
measure emotive dissonance, for example, “I showed the same feelings to the customer that I felt
inside.” Details of the adapted emotional labor scale can be found in Appendix A2.
5.3.2.3 Service Encounter Quality Scale
We used 7 items adapted from the “perceived performance” section of the SERVQUAL
questionnaire developed by Parasuraman et al. (1990) to measure the service encounter quality.
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The SERVQUAL questionnaire measures the service encounter quality by assessing the
difference between the score of customers’ expectations and that of the performance perceived by
customers. As we previously discussed in section 5.2.2.3., in the present study, we held
customers’ expectations constant because service employees’ state mindfulness has little effect on
customers’ expectations. Therefore, we only focused on the score of the performance perceived
by customers.
When we adapted the items from the “perceived performance” section of the
SERVQUAL questionnaire developed by Parasuraman et al. (1990, p.185-186), we considered
the following aspects. First, we deleted those items, which assess the tangibles (i.e., the
appearance of physical facilities, equipment, personnel, and communication materials). As
discussed in section 5.2.2.2., service employees’ mindful presence in a given moment will not
affect the tangibles, so we held this dimension of service encounter quality constant in the present
study. Therefore, items 1 to 4 of Parasuraman et al. (1990, p.185) were not included in our
adapted scale.
We also excluded those items that measure the customers’ long-term perceptions of a
company, including item 5, 7, 8, 9, 15, 19 of Parasuraman et al. (1990, p.185-186), because what
we are interested in is the customers’ perceptions of the service delivered by a service employee
in a specific service encounter instead of the perceptions of a company based on repeated
transactions with that company.
Third, we included those items, which measure how customers feel about employees,
including item 6, 11, 12, 14, 16, 17, 18, 21, 22. However, for the same reason mentioned in the
preceding paragraph, we changed the verb tense from present to past to stress that, what we are
interested in is customers’ perceptions of a specific past service encounter. Additionally, we

59

changed “employees in XYZ” to “the representative” to refer to the participants who performed
in the experiment as university online service center representatives.
And last, we deleted those items that once were reworded as per the above-mentioned
rules would duplicate other existing items. For example, if we reworded item 20 of Parasuraman
et al. (1990, p.186) from “XYZ Co. has employees who give you personal attention” as “The
representative gave the customer personal attention”, then, this reworded item would duplicate
item 7 in the adapted scale, “The representative gave the customer individual attention.”
Therefore, we excluded items 10, 13, 20 of Parasuraman et al. (1990, p.185-186).
In the adapted service encounter quality scale, item 1 measures responsiveness, for
example, “The representative was willing to help the customer.” Items 2 and 3 measure
assurance, for example, “The replies of the representative instilled confidence in the customer.”
Items 4 and -5 measure empathy, for example, “The representative gave the customer individual
attention.” Items 6 and -7 measure reliability, for example, “The representative’s answers were
free of errors.” Details of the adapted scale for service encounter quality in customers’
perceptions can be found in Appendix A3.
5.3.2.4 Scenario Realism Check
At the end of each service encounter, we asked the participants to report to what degree
they thought the “online service encounter” was realistic on a 1-5 Likert scale, with 1 meaning
“not at all”, 2 “a little”, 3 “moderately”, 4 “quite a bit” and 5 “very much”.

5.4 Results
We used IBM SPSS version 24 to analyze the data collected through this experiment.
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5.4.1 Participants
There was a total of 140 participants in this experiment. One student exited the test
during the chatting sessions, leaving 139 valid participants. The demographics of the sample were
40.3% male and 59.7% female. 85.6% of the sample was between 18-21 years old and 14.4% of
the sample was between 22-28 years old.
Figure 4 shows the distribution of the 139 participants among different groups. In high
mindfulness manipulation groups, there were 70 participants; 57.1% were female and 42.9% were
male. In low mindfulness manipulation groups, there were 69 participants, 62.3% were female
and 37.7% were male. In highly structured service encounter groups, there were 69 participants,
65.2% were female and 34.8 % were male. In low structure service encounter groups, there were
70 participants, 54.3% were females and 45.7% were male.

Figure 4. The Distribution of the Participants among Different Groups in the Experiment

Note: Present refers to emotionally-charged encounters; none refers to non-emotionally charged encounters.
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5.4.2 Randomization Check
There were no significant differences between the high and low mindfulness
manipulation groups regarding gender (χ2(1) = .387, p>0.10) and age (t (133.8)=-.837,
p>0.10). There were also no significant differences between the high and less structured
service encounters regarding gender (χ2(1) = 1.726, p>0.10) and age (t(128.5)=-.744, p>0.10).

5.4.3 Scenario Realism Check
On average, the participants reported a higher than “moderate” level (M=3.71,
SD=0.88) regarding to what degree they believe the service encounters were realistic. In
addition, there were no significant differences between the high and low mindfulness
manipulation groups regarding scenario realism (t(137)=.43, p>0.10). There were also no
significant differences between the high and less structured service encounters regarding
experiment validity (t(137)=-1.01, p>0.10).

5.4.4 Descriptives
Table 2 shows the statistics of the individual state mindfulness, emotional labor and
service encounter quality in this experiment. Table 3 shows statistics of these variables separately
for the low and high mindfulness manipulation group. Table 4 shows correlations of these
variables.
The average state mindfulness levels reported in high and low mindfulness manipulation
groups are 3.62 (SD=0.49) and 3.57 (SD=0.54) respectively. The average emotional labor
experienced in high and low mindfulness manipulation groups are 2.92 (SD=0.93) and 2.64
(SD=0.90) respectively. The average service encounter quality scores that high and low
mindfulness manipulation groups obtained are 5.08 (SD=0.76) and 4.41(SD=1.06).

62

There are no significant correlations among individual state mindfulness, emotional labor
and service encounter quality. However, high and low mindfulness manipulation groups
significantly correlate with service encounter quality (r= 0.345, p=0.000).
Table 2. Statistics of Individual State Mindfulness, Emotional Labor and Service Encounter
Quality in the Experiment
N
Individual State

Range

Minimum

Maximum

Mean

Std. Deviation

Median

139

2.77

2.04

4.81

3.5993

.51831

3.6923

Emotional Labor

139

3.75

1.00

4.75

2.7866

.92351

2.7500

Service Encounter

139

4.83

1.73

6.56

4.7484

.97819

4.7714

Mindfulness

Quality
Valid N (listwise)

139

Table 3. Statistics of Study Variables in Low and High Mindfulness Manipulation Groups

N
Individual State
Mindfulness
High Mindfulness

Emotional Labor

Manipulation Groups Service Encounter
Quality
Valid N (listwise)
Individual State
Mindfulness
Low Mindfulness

Emotional Labor

Manipulation Groups Service Encounter
Quality
Valid N (listwise)

Range Minimum Maximum

Mean

Std.
Deviation

70

2.69

2.12

4.81

3.62

.49

70

3.75

1.00

4.75

2.92

.92

70

4.83

1.73

6.56

5.08

.76

69

2.58

2.04

4.62

3.57

.54

69

3.33

1.08

4.42

2.64

.90

69

4.10

2.21

6.31

4.40

1.05

70

69
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Table 4. Correlations among Mindfulness Manipulation Groups, Individual State
Mindfulness, Emotional Labor and Service Encounter Quality

Mindfulness Manipulation
Groups (High vs. Low)
Individual State
Mindfulness
Emotional Labor
Service Encounter Quality

Mindfulness Manipulation
Groups (High vs. Low)

Individual State
Mindfulness

Emotional
Labor

Service
Encounter
Quality

1

.048

.153

.345**

.048

1

.100

.145

.153

.100

1

.051

.345**

.145

.051

1

**. Correlation is significant at the 0.01 level (2-tailed).

5.4.5 Mindfulness Manipulation Effect
As shown in Table 3, the average individual state mindfulness level in high mindfulness
manipulation groups (M=3.62, SD=0.49) is higher than that in low mindfulness manipulation
groups (M=3.57, SD=0.54). However, this difference is not significant, with a p value of 0.57
(see table 5). This result is consistent with what the literature of induced mindfulness suggests,
that a true induction of mindfulness would likely require extensive training in mindfulness for
participants who had no previous training in mindfulness (e.g., Nyklíček & Kuijpers, 2008).
Table 5. Independent Samples Test for Individual State Mindfulness in High and Low
Mindfulness Groups
95% Confidence Interval of
Sig. (2-

Individual State Mindfulness

the Difference

t

df

tailed)

Lower

Upper

.568

137

.57

-.12

.22
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5.4.6 State Mindfulness and Service Encounter Quality
As shown in Table 6a, high mindfulness groups tended to score higher (M= 5.08,
SD=.76) in service encounter quality than low mindfulness groups (M= 4.40, SD=1.05). The
independent samples test indicates that the mean difference is 0.67 with a p value 0.000, 95%
CI=.36, .98 (see Table 6b). The profile plots in Figure 5 show that in this experiment, service
encounter quality is positively related to state mindfulness. This pattern holds alongside the four
dimensions of service encounter quality (see Table 8b): responsiveness (mean difference= 0.77,
p=0.001, CI= .42, 1.12), assurance (mean difference = 0.78, p=0.001, CI=.43, 1.13), empathy
(mean difference=0.59, p=0.005, CI=.25, .92), and reliability (mean difference = 0.56, p=0.000,
CI=.30, .83).
Table 6a. Descriptive Statistics for Service Encounter Quality and Its Four Dimensions
between High and Low Mindfulness Groups

Service Encounter Quality

Responsiveness

Assurance

Empathy

Reliability

High & Low Mindfulness Manipulation Groups

N

High Mindfulness Group

70

5.08

.76

Low Mindfulness Group

69

4.40

1.05

High Mindfulness Group

69

5.55

.81

Low Mindfulness Group

69

4.78

1.20

High Mindfulness Group

69

5.34

.83

Low Mindfulness Group

69

4.55

1.21

High Mindfulness Group

69

4.71

.87

Low Mindfulness Group

69

4.12

1.10

High Mindfulness Group

69

4.97

.69

Low Mindfulness Group

67

4.40

.87
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Mean

Std. Deviation

Table 6b. Independent Samples Test of Service Encounter Quality and Its Four Dimensions
between High and Low Mindfulness Groups

Service Encounter
Quality
Responsiveness
Assurance
Empathy
Reliability

95% Confidence Interval of the
Difference
Lower
Upper

Sig. (2tailed)

Mean
Difference

4.29 123.53

.000

.67

.36

.98

4.41 119.74

.000

.77

.42

1.12

4.43 120.82

.000

.78

.43

1.13

3.48 129.15

.001

.59

.25

.92

4.20 125.49

.000

.56

.30

.83

t

df

A two (mindfulness manipulation groups) by two (service encounter structure) ANOVA
was conducted to further examine whether the effect of state mindfulness on service encounter
quality varies as a function of the service encounter’s structure. The moderation is expected to be
indicated by an interaction of mindfulness manipulation groups and the service encounter’s
structure (Baron and Kenny, 1986). As shown in Table 7a, the F value for Levene’s test is 4.58
with a p value of .004, smaller than .05 (p< .05). We reject the null hypothesis (no difference) for
the assumption of homogeneity of variance and conclude that there is a significant difference
between the groups’ variances. That is, the assumption of homogeneity of variance is not met.
However, according to Hair et al.(2006), a violation of this assumption has minimal impact if the
groups are of approximately equal size, i.e., largest group size/smallest group size < 1.5. Since the
largest group size in this experiment is 36 and the smallest is 34, so all four groups are
approximately equal size. Therefore, this ANOVA is still robust. As shown in Table 7b, the
impact of state mindfulness on service encounter quality was not moderated by service encounter
structure (F=.04, p=.836).
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Table 7a. Levene's Test of Equality of Error Variancesa
Dependent Variable: Service Encounter Quality
F

df1

df2

Sig.

4.58
3
135
.004
Tests the null hypothesis that the error variance of the dependent variable is equal across groups.
a. Design: Intercept + Structure + Mindfulness Manipulation Groups + Structure * Mindfulness Manipulation
Groups

Table 7b. Univariate Analysis of Variances of Service Encounter Quality
Independent variable: service encounter quality
Source
Service Encounters Structure
Mindfulness Manipulation Groups
Service Encounters Structure * Mindfulness

F

Sig.

.42

.516

18.18

.000

.04

.836

Manipulation Groups

A general linear model was used to examine whether the effect of state mindfulness on
any of the four dimensions, i.e., responsiveness, assurance, empathy or reliability, varies as a
function of the service encounter’s structure. As shown in Table 8a, the F value for Box’s test is
1.657 with a p value of .013, smaller than .05 (p< .05). We reject the null hypothesis that the
observed covariance matrices of the dependent variables are equal across groups. That is, the
assumption of homogeneity of variance is not met. However, because the largest group size in
this experiment is 36 and the smallest is 34, and 36÷34< 1.5, so the four groups are approximately
equal size. Therefore, this ANOVA is still robust according to Hair et al. (2006).
Table 8a. Box's Test of Equality of Covariance Matricesa
Box's M

52.608

F

1.657

df1

30

df2

47750.020

Sig.
.013
Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal
across groups.
a. Design: Intercept + Mindfulness Manipulation Groups + Structure + Mindfulness Manipulation Groups *
Structure
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Table 8b. Multivariate Analysis of Variances of Four Dimensions of Service Quality
Source

Dependent Variable

F

Sig.

Mindfulness

Responsiveness

18.999

.000

Manipulation Groups

Assurance

19.407

.000

Empathy

12.127

.001

Reliability

18.372

.000

Service Encounter

Responsiveness

.029

.865

Structure

Assurance

.012

.914

Empathy

5.823

.017

Reliability

4.459

.037

Mindfulness

Responsiveness

.106

.745

Manipulation Groups *

Assurance

.176

.675

Service Encounter

Empathy

.066

.798

Structure

Reliability

.095

.759

As shown in Table 8b, the impacts of state mindfulness on the four dimensions of service
encounter quality were not moderated by service encounter structure: responsiveness (F=.106,
p=.745), assurance (F=.176, p=.675), empathy (F=.066, p=.798) and reliability (F=.095, p=.759).
Figure 5. Profile Plots of Service Encounter Quality in Mindfulness Manipulation Groups*
the Structure of Service Encounters
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Figure 6. Profile Plots of Four Dimensions of Service Encounter Quality in Mindfulness
Manipulation Groups* the Structure of Service Encounters
a. Responsiveness

b. Assurance

c. Empathy

d. Reliability

We use Figure 5 and 6 to visualize our findings mentioned above. Therefore, hypothesis
1, hypotheses 1a, 1b, 1c and 1d are all supported. However, hypothesis 4 is not supported.

H 1:

Service employees with high (low) state mindfulness will provide higher
(lower) levels of overall service encounter quality. (supported)

H1a: Service employees with high (low) state mindfulness will provide higher
(lower) levels of service reliability. (supported)
H1b: Service employees with high (low) state mindfulness will provide higher
(lower) levels of service responsiveness. (supported)
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H1c:

Service employees with high (low) state mindfulness will provide higher
(lower) levels of service assurance. (supported)

H1d:

Service employees with high (low) state mindfulness will provide higher
(lower) levels of service empathy. (supported)

H4: The effect of state mindfulness on service encounter quality perceived by
customers in a less structured service encounter is greater than that in a
highly structured service encounter (not supported).
This pattern is consistent between emotionally charged and non-emotionally charged
service encounters, as shown in Figure 7. Two independent samples tests were conducted to
respectively examine two types of encounters. As shown in Table 9a, in emotionally-charged
service encounters, high mindfulness manipulation groups scored an average of 5.08 (SD=0.89),
while low mindfulness manipulation groups scored 4.38(SD=1.18). As shown in Table 9b, there
is a significant mean difference of 0.70 in service encounter quality between high and low
mindfulness groups (p=.000, 95% CI=.34, 1.04). Likewise, as shown in Table 10a, in nonemotionally charged service encounters, high mindfulness groups scored an average of
5.11(SD=0.88), while low mindfulness groups scored 4.44(SD=1.20). This difference is
significant with a p value .000 and 95% CI=.31, 1.02 (see Table 10b). Obviously, in both types of
encounters, high mindfulness manipulation groups provided not only higher service encounter
quality, but also more stable and consistent performance with service encounter quality scores
being more converged to the mean level than for low mindfulness manipulation groups.
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Figure 7. Profile Plots of Mindfulness Manipulation Groups * Structure * Emotional
Valence
a. emotionally charged encounters

b. non-emotionally charged encounters

Table 9a. Group Statistics of Service Encounter Quality in Emotionally-Charged
Encounters
High & Low Mindfulness Groups

N

Mean

Std. Deviation

Service Encounter

High Mindfulness Group

70

5.08

.89

Quality

Low Mindfulness Group

69

4.38

1.18

Table 9b. Independence Samples Test of Service Encounter Quality in EmotionallyCharged Encounters
95% Confidence Interval of the

t
Service Encounter Quality

df

3.934 137

Difference

Sig. (2-

Mean

tailed)

Difference

.000

Lower

.70

Upper
.34

1.04

Table 10a. Group Statistics of Service Encounter Quality in Non-Emotionally Charged
Encounters
High & Low Mindfulness Groups

N

Mean

Std. Deviation

Service Encounter

High Mindfulness Group

70

5.11

.88

Quality

Low Mindfulness Group

69

4.44

1.20

Table 10b. Independence Samples Test of Service Encounter Quality in Non-Emotionally
Charged Encounters
95% Confidence Interval of the

t
Service Encounter Quality

df

3.742 137

Difference

Sig. (2-

Mean

tailed)

Difference

.000

71

.67

Lower

Upper
.31

1.02

5.4.7 State Mindfulness and Emotional Labor
An independent samples test (see Table 11) indicates that high mindfulness groups
experienced higher emotional labor (M=2.93, SD=0.93) than low mindfulness groups (M=2.64,
SD=0.90). However, this difference is not significant, p=0.072. There is a significant difference in
emotive dissonance (mean difference=0.38, p=.036, 95% CI=.02, .74), but no significant
difference in emotive effort (mean difference=0.23, p=.18).

Table 11. Independent Samples Test of Emotional Labor and Its Two Dimensions between
High and Low Mindfulness Groups
95% Confidence Interval of the Difference
t

df

Sig. (2-tailed) Mean Difference

Lower

Upper

Emotional Labor 1.810 137

.072

.28

-.02

.58

Emotive

2.119 137

.036

.38

.02

.74

1.347 137

.180

.23

-.10

.56

Dissonance
Emotive
Effort

A further examination of this pattern between highly and less structured service
encounters revealed that, in fact, in highly structured service encounters, high mindfulness
manipulation groups (M=3.20, SD=0.87) experienced significantly more emotional labor than low
mindfulness manipulation groups did (M=2.72, SD=0.90). The independent samples test (see
table 12) indicates that this mean difference is significant (p=0.027, 95% CI=.06, .91).
Furthermore, this significant difference in emotional labor came from emotive dissonance (Mean
Difference=0.62, p=.015, 95% CI=.13, 1.12), instead of emotive effort (Mean Difference=0.41,
p=.089, 95% CI=-.06, .88). As shown in Table 13, in less structured encounters, significant
difference between two manipulation groups (Mean Difference=.097, p=.657) was not found in
either emotional labor or its two dimensions: emotive dissonance (Mean Difference=.16, p=.543)
and emotive effort (Mean Difference=.007, p=.780). We use Figure 8 to visualize these findings.
Therefore, hypothesis 3 is not supported.
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H3: The effect of state mindfulness on service employees’ emotional labor in a
less structured service encounter is greater than that in a highly
structured service encounter. (not supported)
Table 12. Independent Samples Test of Emotional Labor between High and Low
Mindfulness Groups (highly structured encounters)
95% Confidence Interval of the Difference
t

df Sig. (2-tailed) Mean Difference

Lower

Upper

Emotional Labor 2.259 67

.027

.48

.06

.91

Emotive

2.509 67

.015

.62

.13

1.12

1.727 67

.089

.41

-.06

.88

Dissonance
Emotive
Effort

Table 13. Independent Samples Test of Emotional Labor between High and Low
Mindfulness Groups (less structured encounters)
95% Confidence Interval of the Difference
t

df

Sig. (2-tailed) Mean Difference

Lower

Upper

Emotional Labor

.446 68

.657

.097

-.34

.53

Emotive

.612 68

.543

.16

-.36

.68

.280 68

.780

.007

-.40

.53

Dissonance
Emotive
Effort
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Figure 8. Profile Plots of How State Mindfulness Relates to Emotional Labor in both Highand Less Structured Encounters

A two (mindfulness manipulation groups) by two (service encounter structure) ANOVA
was conducted to examine whether the effect of state mindfulness on emotional labor varies as a
function of the service encounter’s structure. The moderation is expected to be indicated by an
interaction of state mindfulness and the service encounter’s structure (Baron and Kenny, 1986).
As shown in Table 14a, the F value for Levene’s test is .162 with a p value of .922,
greater than .05 (p> .05). We retain the null hypothesis (no difference) for the assumption of
homogeneity of variance and conclude that there is not a significant difference between the
groups’ variances. That is, the assumption of homogeneity of variance is met. As shown in Table
14b, no statistically significant interaction of mindfulness manipulation groups and structure was
found to cause the emotional labor (F=1.574, p=.212).
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Table 14a. Levene's Test of Equality of Error Variance
Dependent Variable: Emotional Labor
F

df1
.162

df2

Sig.

3

135

.922

Tests the null hypothesis that the error variance of the dependent variable is equal across groups.
a. Design: Intercept + Mindfulness Manipulation Groups + Structure + Mindfulness Manipulation Groups *
Structure

Table 14b. Univariate Analysis of Variances of Emotional Labor
Dependent Variable: Emotional Labor
Source

F

Sig.

Service Encounters Structure

4.729

.031

Mindfulness Manipulation Groups

3.586

.060

Service Encounter Structure * Mindfulness

1.574

.212

Manipulation Groups

Based on the above finding that, when serving in highly structured encounters, high
mindfulness manipulation groups reported significantly more emotional labor than low
mindfulness manipulation groups did, we then examined whether the nature of service encounters
(emotionally charged or not), affected this relationship. We conducted two independent samples
tests to respectively examine emotionally-charged and non-emotionally charged encounters. The
results are shown in Table 15 and Table 16. The above-mentioned finding holds in emotionallycharged encounters (mean difference=0.51, p=.040, 95%CI=.02, 1.00), instead of nonemotionally charged encounters (mean difference=0.45, p=.057). In addition, in highly structured
encounters, when high mindfulness manipulation groups served a rude customer, they
experienced more emotive dissonance than their counterparts (mean difference=0.74, p=.011,
95% CI=.17, 1.30), but they did spend more emotive efforts (mean difference=0.39, p=.141) to
close the emotive dissonance. We use Figure 10 to visualize the effect of emotional valence on
the relationship between state mindfulness and emotional labor in highly and less structured
encounters.
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Table 15. Independent Samples Test of Emotional Labor in Highly Structured Encounters
with a Rude Customer Between High and Low Mindfulness Manipulation Groups
95% Confidence Interval of the

t

df

Difference

Sig. (2-

Mean

tailed)

Difference

Lower

Upper

Emotional Labor

2.093 67

.040

.51

.02

1.00

Emotive Effort

1.488 67

.141

.39

-.13

.93

Emotive

2.600 67

.011

.74

.17

1.30

Dissonance

Table 16. Independent Samples Test of Emotional Labor in Highly Structured Encounters
with a Polite Customer Between High and Low Mindfulness Manipulation Groups
95% Confidence Interval of the

t

df

Difference

Sig. (2-

Mean

tailed)

Difference

Lower

Upper

Emotional Labor

1.941 67

.057

.45

-.01

.91

Emotive Effort

1.590 67

.117

.42

-.10

.95

Emotive

1.878 67

.065

.50

-.03

1.04

Dissonance

Figure 10. Profile Plots of How Mindfulness Manipulation Groups Relate to Emotional
Labor in Both Emotionally-Charged and Non-emotionally Charged Service Encounters
a. emotionally charged encounters

b. non-emotionally charged encounters
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5.4.8 Emotional Labor and Service Encounter Quality
A linear regression model was conducted to regress service encounter quality on
emotional labor. As shown in table 17a, the F value for Levene’s test is 2.27 with a p value
of .001, smaller than .05. We reject the null hypothesis that the error variance of the dependent
variable is equal across groups and conclude that the assumption of homogeneity of variance is
not met. However, according to Hair et al. (2006), because the groups in this experiment are
approximately equal size, the violation of this assumption has minimal impact on the experiment
results. We found no significant relationship (F=1.17, p=0.281) between emotional labor and
service encounter quality. In addition, we found no interaction between emotional labor and the
structure of service encounters that causes service encounter quality (F=1.05, p=0.425) (see
Table 17b). Therefore, H2b is not supported.
H2b: In a service encounter, workers who experience less emotional labor provide
a higher level of service encounter quality in customers’ perceptions.
(not supported)
Table 17a. Levene's Test of Equality of Error Variancesa
Dependent Variable: Service Encounter Quality
F

df1

df2

Sig.

2.278

86

52

.001

Tests the null hypothesis that the error variance of the dependent variable is equal across groups.
a. Design: Intercept + Emotional Labor + Structure + Emotional Labor * Structure

Table 17b. Univariate Analysis of Variances of Service Encounter Quality
Dependent Variable: Service Encounter Quality
Source

F

Sig.

Emotional Labor

1.170

.281

Service Encounters Structure

3.080

.085

Emotional Labor * Service Encounter

1.052

.425

Structure
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5.5 Discussion
Mindfulness literature suggests that induced state mindfulness leads to positive emotions
and reduced negativity bias (e.g., Kiken & Shook, 2011); and that trait and trained mindfulness
reduces emotional exhaustion and improves job satisfaction. However, whether and how these
positive effects lead to a better interaction experience between service employees and customers
is yet to be found out. Our main aim was to examine whether state mindfulness (a one-time
mindfulness induction) predicts a higher service encounter quality in customers’ perception. In
addition, we expected to find out whether emotional labor mediates this relationship. We also
wanted to explore whether the structure of the service encounter alters the relationship between
state mindfulness and service encounter quality through the mediation effect of emotional labor.
The present findings add to the service management literature. Results of a mixed design
experiment suggest that the one-time mindfulness induction had the hypothesized effects on
service encounter quality in our sample of college students from the general population. We
extended previous findings regarding the effectiveness of regular mindfulness practices at work
(e.g., Glomb et al., 2011) to the effectiveness of induced state mindfulness (a brief mindful state
on a one-time basis) in service encounter management. We also extended previous findings
regarding the immediate effect of induced state mindfulness on reduced negativity bias (e.g.,
Kiken & Shook, 2011) and emotional regulation (e.g., Arch & Craske, 2006) to the effect on
service encounter quality and its four dimensions (responsiveness, reliability, assurance and
empathy) in customers’ perception.
The general convergence of findings underscores the fact that the benefits of mindfulness
at work are not limited to the benefits of a standard, (at least) 8-week mindfulness-based course,
which involves 45 minutes of daily practices on one’s own, weekly two- or two-and-half hour
group training sessions and a daylong retreat (e.g., the course developed by Kabat-Zinn in the
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1970s). Service employees can increase their service performances, particularly service encounter
quality, by practicing the mindful breathing skills on their own at any time anywhere they want to
induce a more mindful state, e.g., 15 minutes before they enter a service encounter. Moreover,
they can successfully sustain their state mindfulness by briefly reviewing the skills for a very
short time, say, 3 minutes, as we did in this experiment. Of course, we do not mean to
underestimate the benefits of trait or trained mindfulness, but to recognize and stress the benefits
of state mindfulness at work, that might be overlooked. We regard the one-time or first-time
induced mindfulness as the one step with which a journey of one thousand miles begins and
believe that this one or first step plays a critical role in increasing service employees’ service
quality within a very short period.
According to the literature (e.g., Lovelock, 1983), a highly structured service encounter
leaves service employees relatively little discretion in altering the characteristics of the service
and adapting to suit individual need and want, whereas a less structured service encounter leaves
more room for service employees to diagnose the nature of the situation, then design a solution.
Following this line, we had expected that, compared with those performing in highly structured
encounters, service employees serving in less structured encounters are subject to more stress
from their customer’s and organization’s expectations for them to exercise more judgment,
flexibility and adaptability in meeting individual customer needs. As a result, we hypothesized
that state mindfulness was expected to benefit service employees in less structured encounters
more than it does in highly structured encounters by reducing employees’ emotional labor.
However, the present study arguably suggests the opposite result. Figure 8 shows a greater effect
of state mindfulness on emotional labor in highly structured service encounters, though this
difference is not statistically significant.
In this experiment, the lack of control (autonomy) in a highly structured encounter causes
more stress for participants than expectations from the customer and university (Oginska, 2005).
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When participants were asked factual questions about their university, they had to refer to the
information sheet to locate the right answer, whereas their counterparts were asked experiential
questions and could draw their life experiences at their university to answer the question.
Therefore, participants in highly structured encounters were more stressful. A significant
difference in emotional labor by mindfulness manipulation groups appeared in highly structured
encounters instead of less structured encounters. High mindfulness manipulation groups
experienced more emotional labor than low mindfulness manipulation groups did (mean
difference= 0.48, p=0.027, 95% CI=.06, .91), whereas in less structured encounters, the two
mindfulness manipulation groups did not experience significant different levels of emotional
labor (Mean Difference=.097, p=.657, 95% CI= -.34,.53). As such, the effect of state
mindfulness on emotional labor is greater in highly structured encounters than it is in less
structured encounters.
In highly structured encounters, due to the induced state mindfulness, high mindfulness
manipulation groups maintained a higher than usual level of awareness, so they were more aware
of their emotional labor, particularly, emotive dissonance, than usual. However, this does not
necessarily mean that they actually suffered more from their emotional labor than their
counterparts did. In fact, in highly structured encounters, high mindfulness manipulation groups
reported an average overall happiness level of 3.88 (SD=.79) and low mindfulness manipulation
groups 3.81 (SD=.80).
In other words, even though high mindfulness manipulation groups experienced more
emotional labor, particularly, emotive dissonance, than low mindfulness manipulation groups did
(mean difference= 0.48, p=0.027, 95% CI=.06, .91), they were not distressed more than their
counterparts were. With a mindful presence at that moment, compared with low mindfulness
manipulation groups, high mindfulness manipulation groups were more able to embrace their
thoughts and feelings as subjective and not necessarily valid. They were more able to understand
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the transient nature of their thoughts and feelings. The brief mindful state protected them from
being affected and immersed in their thoughts and feelings, by turning their attention to the
present moment with a non-judgmental attitude. As a result, high mindfulness manipulation
groups did not need to fake their and/or suppress their emotions (Grandey, 2003; Gross, 1998a,
1998b), i.e., they did not spend more emotive efforts to perform more surface acting, than their
counterparts did. On the other hand, low mindfulness manipulation groups might have done more
emotional labor than high mindfulness manipulation groups, yet they were not aware of how
much they were emotionally labored; thus, they might not be necessarily less affected by their
emotional labor.
Moreover, the present findings add to the mindfulness and emotional labor literature. We
found that, in highly structured encounters, the effect of state mindfulness on emotional labor is
present in emotionally charged instead of non-emotionally charged encounters (see Table 15, 16
and figure 10). These findings validated what is documented in the literature -- that the effects of
mindfulness may be particularly strong in jobs that require emotion regulation (Glomb et al.,
2011). This study also investigated whether findings in the literature generalize to other jobs that
are not emotional labor intensive, such as the non-emotionally charged service encounters
simulated in the present study. In short, the present findings support that mindfulness is an
effective antidote to stresses, and negative emotions in the workplace and their effects are
manifested more in stressful and emotionally charged encounters.
We investigated the hypothesized mediation effect of emotional labor in three steps to
check whether the three conditions hold (Baron and Kenny,1986). First, the independent variable
must affect the mediator. The independent variable is a categorical variable: high and low
mindfulness manipulation groups. The mediator is hypothesized to be emotional labor. As
previously discussed, high mindfulness manipulation groups who served in highly structured
encounters experienced a significantly higher emotional labor than their counterparts. This
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significant difference arose from the difference in their emotive dissonance between high and low
mindfulness manipulation groups, instead of their emotive effort. Second, the independent
variable must be shown to affect the dependent variable (Baron and Kenny, 1986). The dependent
variable is service quality. As previously discussed, high and low mindfulness manipulation
groups significantly affect the service quality. Third, the mediator must affect the dependent
variable (Baron and Kenny, 1986). According to the first step, we used the emotive dissonance
level of participants who served in highly structured encounters as the mediator. The dependent
variable is service quality of these highly structured encounters. A regression model was
conducted to regress service quality on emotive dissonance. No regression relationship was found
between service quality and emotive dissonance (p=0.265). Therefore, the third condition doesn’t
hold. The moderation effect of emotional labor between high and low mindfulness and service
quality is not supported. Emotional valence doesn’t affect the above findings on the hypothesized
mediation effect of emotional labor.
Thus far, the present study has shown the effectiveness of state mindfulness on service
encounter quality across groups by service encounter structure. It also shows the effectiveness of
state mindfulness on emotional labor in highly structured encounters rather than less structured
encounters, especially in those highly structured and emotionally-charged encounters. However,
it does not show a significant mediation effect of emotional labor on the causal relationship
between state mindfulness and service encounter quality. The present study shows a strong effect
of state mindfulness (one-time induced mindfulness) on service encounter quality within a short
period. This might be due to the enhanced attention arising from state mindfulness to the
specificity of the interaction between customers and employees, whereas effects of state
mindfulness on emotional regulation need a longer time to carry over to affect the service
performances.
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5.6 Conclusion
The results have important implications for service management, particularly service
encounter management and customer experience management. This study suggests that service
employees’ state mindfulness (i.e., a one-time induced brief mindful state) positively relates to
their service quality in their interactions with customers. Also, this study supplements the extant
literature regarding how exactly mindfulness affects emotional labor. The present findings
suggest that, one-time induced mindfulness caused more perceived emotive dissonance which led
to increased perceived emotional labor. However, the increased perceived emotive dissonance
didn’t distress a service employee in a mindful presence at a given moment as emotive
dissonance usually does when a service employee is in a less mindful state. Especially, the
mindful state at that given moment didn’t trigger response tendencies that need to be overridden
by response modulation in terms of faking and/or suppressing emotions. Therefore, with such a
mitigation effect of state mindfulness, although the perceived emotive dissonance increased,
emotive effort remained nearly the same. When service employees practice mindfulness induction
skills more frequently, they can acquire the trained capacity to cultivate and more frequently
reside in mindful states. Some service employees even tend to reside in mindful states over time.
With trained or trait mindfulness, service employees might reduce the negative evaluation of a
service encounter to a larger degree than a brief mindful presence does for them within a short
period. Hence, the perceived the emotive dissonance will be greatly reduced and so will the
emotive effort. At that point, emotional labor will be reduced, and service employees’ long-term
job well-being will be greatly enhanced, not to mention their service quality in service
encounters.
Service organizations can improve customer experiences in service encounters by
incorporating state mindfulness induction skills into their service trainings. It is also
recommended that they incorporate short breaks away from the work site that allow employees to
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engage in mindful breathing, especially during the service delivery process, where customer value
is co-created by service employees and customers. In fact, service organizations should advocate
not only routines for mindfulness, but also mindful routines, which can sustain mindfulness in
daily work, including service employees learning and decision making (Ramiller and Swanson,
2009). Although mindfulness is naturally different from routine because “Mindfulness suggests
alertness, freshness of mind, and flexibility. Routine, on the other hand, evokes schemas,
consistency in thinking, and reproducibility” (Ramiller and Swanson, 2009, p16), it can be
routinized. Although “routines for mindfulness run the risk of undermining the very thing that
they are meant to support, in part by tempting complacency and in part by fostering a limiting
role structure for mindfulness” (Ramiller and Swanson, 2009, p13), a mindful routine can reduce
this risk.
Compared with a standard 8-week mindfulness-based course, (e.g., the course developed
by Kabat-Zinn in the 1970s), the mindful breathing induction, as a skill to acquire mindfulness,
lowers the barriers for service employees to access and leverage mindfulness, which is claimed
and proved to positively affect employees’ job well-being (Côté & Morgan, 2002; Hochschild,
1983; Hülsheger & Schewe, 2011). Increased job well-being invariably leads to increased job
satisfaction and performance (Heskett & Schlesinger, 1994; Sasser et al., 1997). Together with
extant research on the effectiveness of comprehensive mindfulness-based interventions for
employee well-being (Irving et al., 2009; Krasner et al., 2009; Wolever et al., 2012), our findings
suggest organizations promote this skill and practice as an organizational norm and value to
increase employee engagement with the company’s goals and foster brand advocacy.
Third, when we induced state mindfulness in this experiment, in order to sustain
participants’ state mindfulness, in addition to the 15-minute experiential induction of focused
breathing at the beginning, we inserted a 2.5-minute review of these induction skills in between
the two service encounters. After that, participants spent another 0.5 minute in answering 4 short
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questions following the screen instructions, such as “focus on your breath; is it deep or shallow?”.
The experimental results showed that participants’ individual state mindfulness levels were
sustained from their first to second service encoutner. This method was developed by us as a
variation of “pointing and calling”, a method used in occupational safety for avoiding mistakes by
pointing at important indicators and calling out their status. This method raises the consciousness
level of workers and confirms that conditions are regular and clear, thereby increasing the
accuracy and safety of work (Iwasaki & Fujinami, 2012). Service organizations might customize
this method to the nature of their own services and incorporate it into the service delivery process
to help employees remain mindful across multiple service encounters at work.
Another implication for service encounter management from this study is that service
employees serving in highly structured encounters, particularly those encountering an offensive
or complaining customer, need mindful breathing skills more than those working in less
structured encounters. Organizations are advised to give them more breaks, which are not just
physical but also mental. In fact, because highly structured service encounters leave little room
for employees to provide flexible or customized services based on their own judgment,
employees regard working in these circumstances as a tedious task. When dealing with a tedious
task or situation, a 3-minute review of mindful breathing skills may help employees’ minds adapt
to the current external environment by disengaging from it, while engaging in an alternative train
of thought may allow them to overcome tedium and disinterest without overtly abandoning a
necessary task (Schooler et al., 2014). Under this circumstance, service employees need mental
breaks from the mood-related costs of participating in a tedious task. Also, remaining in mindful
presence enables service employees to understand when they need to provide the mind with an
opportunity to return to the task with a refreshed capacity for attentive processing (Schooler et al.,
2014) and when they don’t.
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The lack of evidence to support some of my hypotheses may be due to the small sample
size. Also, separating experienced participants from inexperienced ones may provide a clearer
picture on how state mindfulness affects individuals’ emotional labor and service encounter
quality respectively. In the present studies, we focused on the role of emotional labor as an
important mediator of the relationship between state mindfulness and service encounter. Notably,
a recent study on the mechanism at work in executives’ transformations suggests that, without
core emotional intelligence competencies, mindfulness doesn’t work (Goleman & Lippincott,
2017). It is through improvement in competencies related to emotional intelligence that
mindfulness makes executives more effective leaders. Mindfulness in this study refers to trained
mindfulness. Future studies may examine how emotional intelligence plays a role in the
relationship between state mindfulness and service encounter quality.
In conclusion, the present research suggests that state mindfulness positively relates to
service encounter quality in service encounter with different structures (highly or less structured)
and natures (emotionally-charged or non-emotionally charged). The current work deepens our
understanding on how mindfulness resources could be better leveraged by marketing researchers
and practitioners. It provides a new perspective on how induced mindfulness relates to service
encounter quality and how this one-time short mindful presence works together with trained or
trait mindfulness in employees’ service performance and job well-being. Hence, this work may
have a broader implication for services management.

6. Conclusion of the Dissertation
According to government data analyzed by the Pew Research Center, sometime in 2019,
the millennial generation – those born from 1981 to 1996 – will overtake baby boomers as the
largest adult population group in the United States. Evidently, the millennial generation is
appealing to marketers because of their large size and buying power; but on the flip side, more
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and more millennials are becoming marketing practitioners as well. Multitasking with technology
has become so engrained in millennial generation work processes because they were born after
the invention of Microsoft Windows and never known life or work without Windows. Even
though, millennial multitasking is considered a boon to the workforce, what millennials lose from
such a boon can no longer be ignored. “Multitasking compromises our visual awareness, divides
our attention, distracts us, reduces our job satisfaction, stunts our memory, impairs cognitive
function and sabotages our performance” (Beaton, 2017). What is even worse is that this
generation is rewiring their brains with extensive multitasking training and “retraining their brains
to reduce the performance deterioration of multitasking by increasing the speed of information
the brain processes. This rewiring enables multiple tasks to be processed in more rapid
succession” (Seppanen & Gualtieri, 2012, p.5). However, the price that millennials pay for
adapting their brains to task management is the lost ability to think deeply and creatively (Carr,
2011) because they have less control over focusing their attention and may be more susceptible to
environmental distractions (Ophir & Wagner, 2009). The better they get at multitasking, the
worse they get at creative problem solving. As a result, multitaskers are “more likely to rely on
conventional ideas and solutions rather than challenging them with original lines of thought.”
They will become more like computers themselves: quick, efficient task executers (Carr, 2011),
as the word “multitasking” was initially coined for computers, not humans. “Multitask” was used
to refer to a computer’s ability to process multiple tasks simultaneously in 1965 and applied to
humans several decades later (Beaton, 2017). Therefore, practicing how to focus on one problem
at one time is critical for millennial generations, including marketing practitioners, in such a
multitasking machine world.
On the other hand, researchers (e.g., Berthon and Pitt, 2018) argue that in an age of
digital distraction, the individual’s attention has become the currency and business models are
designed to make individuals mindless in order to devour consumers’ attention with their
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offerings. For example, YouTube’s autoplay function automatically cues up the next video to
keep people watching. However, individuals are both consumers and employees. When a
company tries its best to get as much attention as it can from its consumers, its employees are just
as distracted as its consumers by the offerings at the marketplace. Thus, nowadays, multitasking
and digital distraction are eroding employees’ productivity and well-being.
Mindfulness, currently employed in Western psychology as nonjudgmental, presentcentered awareness and attention, is rooted in ancient spiritual tradition and now is used by
organizations as a way of enhancing employees’ productivity and well-being (Berthon & Pitt,
2018; Schaufenbuel, 2014). The application of mindfulness to psychological health in Western
medical and mental health contexts largely began in the 1970s (e.g., Kabat-Zinn, 1982) and has
been shown to have powerful and positive effects in many fields (Keng et al.,2011; Ie et
al. ,2014). However, research on mindfulness in the marketing domain is sparse and has just
started (Ndubisi, 2014). Particularly, there is little research on the effects of mindfulness on
marketing practitioners.
Mindfulness is a multi-dimensional concept with a rich and evolving history. It is
described and discussed in mindfulness literature at either the individual level or the collective
level and understood differently from contemplative and cognitive perspectives at the individual
level (Gärtner, 2013; Vogus and Sutcliffe, 2012; Weick and Sutcliffe, 2006). It is studied in three
forms: trait or dispositional mindfulness, formally trained mindfulness, and induced state
mindfulness (Arch and Landy, 2015). In a recent article, Berthon and Pitt (2018) also suggests
that mindfulness can be studied as four types: observational mindfulness, remembering
mindfulness, right mindfulness and wise mindfulness.
This dissertation research follows a three-paper model to explore the effects of
mindfulness in the marketing domain, by looking at the impact of mindfulness on marketing
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ethics, emotional labor and service encounter quality. Given the rich historical background and
multidimensional concept of mindfulness, this research focuses on mindfulness at the individual
level and starts its exploration from the ethical nature of mindfulness, and its inherent implication
for happiness and peace (Hanh, 2012). The first paper discusses mindfulness and ethical
marketing. It was presented at the Academy of Marketing Science 2016 annual conference in
Orlando, FL. We start the first paper by reviewing two main conceptualizations of individual
mindfulness and exploring the similarities between the two. We then use the S-D logic of
marketing (Vargo & Lusch, 2004, 2008) and the moral development model (Narvaez and Rest,
1995) as a theoretical lens to sort out essential virtues and abilities in ethical marketing. We
further discuss the positive effect of mindfulness on these virtues and their interaction. We argue
that the cultivation of mindfulness, an activity of mental hygiene (Ie. et. al., 2014), via
nonjudgmental, present-centered awareness and attention, elicits interconnection with other
people, thereby enhancing marketers’ empathy, fairness, social responsibility, altruism, integrity
and persistence, as well as the harmonious interaction of these virtues. Therefore, mindfulness is
worth being implanted in firms or organizations to temper their unethical marketing practices.
After examining the ethical component of mindfulness, this dissertation further focused
on a specific area of the marketing domain: services management. Hence, the second paper looks
at the effect of mindfulness on the emotional labor of service employees and was published in
Business Horizons (Vol. 59, No. 6) in the summer of 2016. In this paper, the service encounter is
explored from the perspective of emotional labor and shown how mindfulness can change surface
acting into deep acting, thereby significantly improving the service encounter for both the
consumer and provider. Other benefits of mindfulness and their application to the service
encounter -- adaptability, flexibility, and creativity -- are discussed.
In order to empirically test the effects of state mindfulness on service encounter quality in
customers’ perceptions, the third paper of this dissertation proposed a hypothesized model of the
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causal relationship between state mindfulness and service encounter quality. Emotional labor is
hypothesized as the mediator, and the degree of the structure of a service encounter is
hypothesized to moderate the relationship between state mindfulness and service encounter
quality. A mixed design experiment was conducted from October to December 2018 in a New
England university. The results suggest that induced state mindfulness on a one-time basis
predicts higher service encounter quality, whereas low mindfulness induction predicts lower
service encounter quality. This pattern holds for all 4 dimensions of service quality:
responsiveness, assurance, empathy and reliability. Furthermore, in highly structured and
emotionally-charged encounters, high mindfulness manipulation groups experienced more
emotive dissonance than, but similar emotive efforts as, low mindfulness manipulation groups
did. However, high mindfulness manipulation groups’ productivity and job well-being were not
affected more than for their counterparts.
The third paper therefore suggests service organizations improve their customer
experiences with service employees by incorporating state mindfulness induction skills for
employees into service trainings. They are also advised to insert short breaks for customer contact
employees, such as mindful breathing time, into the service delivery process. In fact, service
organizations should advocate not only routines for mindfulness, but also mindful routines, which
can sustain mindfulness in daily work, including service employees learning and decision making
(Ramiller and Swanson, 2009). By so doing, organizations promote this skill and practice as an
organizational norm and value to increase employee engagement with the company’s goals and
foster brand advocacy. When organizations implement mindful breathing practice, they are
advised to use the combined method that we used in the experiment for the participants to
customize to their employees, so that employees can remain mindful across multiple service
encounters at work. Lastly, organizations are advised to pay more attention to employees who
serve in highly structured encounters. This study suggests that, compared with those serving in
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less structured encounters, employees serving in highly structured encounters are subject to more
stress from the lack of autonomy during the interaction with customers, especially when they
encounter an offensive or complaining customer. Therefore, they might need more frequent
breaks and mindfulness inductions.
This work expands and deepens the research into mindfulness in the marketing field in
several ways. Mindfulness as discrimination, i.e. right mindfulness, has been neglected in its
incorporation into Western psychology (Berthon and Pitt, 2018). In fact, once awareness of and
returning to the present moment have stabilized, the ability to detect and evaluate mind states and
discriminate between wholesomeness and unwholesomeness emerges. Hence, right mindfulness
refers to “awareness infused with ethical care, which in the Buddhist context meant right speech,
right action, right morality and right livelihood.” (p.134) This dissertation starts from this nature
of mindfulness and delves into how it can help marketers develop moral and ethical behaviors.
Second, unlike existing works about mindfulness in the marketing domain, this dissertation
focuses on the effects of mindfulness on marketers’ practices as well as service employees’
performances, from how to cultivate ethical marketing practices to how to enhance the quality of
service encounter in the service domain. Third, this dissertation adds to the service management
literature by proving the effectiveness of induced state mindfulness on a one-time basis in
increasing service encounter quality and its four dimensions (responsiveness, reliability,
assurance and empathy) perceived by customers.
This dissertation research has very important managerial implications. First, this work
stresses the ethical nature of mindfulness and its potential positive effects on fostering more
ethical marketing practices. This provides organizations a viable approach to tempering their
unethical marketing practices. Second, in such a multitasking machine world and age of digital
distraction, the individual’s attention becomes more and more scarce. Brains are rewiring to adapt
to multiple tasks processed in more rapid succession and this makes it very hard to focus and
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increases susceptibility to distractions. The vicious cycle leads to the greatly reduced creativity,
productivity and well-being of employees. Against this backdrop, this work’s finding about the
positive effect of a one-time induced state mindfulness on employees’ service quality in service
encounters provides organizations a practical way to improve customer experiences during
interactions with service employees. More importantly, it provides employees a more easily
implemented approach to increase their job well-being and service quality, which is by practicing
the mindful breathing skills on their own at any time anywhere they want to induce a more
mindful state. Moreover, they can successfully sustain their state mindfulness by briefly
reviewing the skills for a very short time, say, 3 minutes, as we instructed high mindfulness
manipulation groups in this experiment. Of course, organizations are advised to design a
customized “pointing and calling” method for their employees to sustain their awareness of, and
attention to, the present mind state and service job state. In this way, this dissertation confirms
Berthon and Pitt (2018)’s argument that mindfulness as remembering and returning to a particular
activity can help remind individuals to exercise, stand up from their desks, or take medications, so
it is particularly needed in a world of distraction. What organizations need to do is to build up
mindful routines that help their employees implement their mindful breakouts.
Limitations to this dissertation research include lack of empirical research on the positive
effects of mindfulness on ethical marketing practices. Future study could address this gap. Also,
the present research focuses on how emotional labor plays a role in the causal relationship
between state mindfulness and service encounter quality. Given that a recent study suggests that
without core emotional intelligence competencies, mindfulness doesn’t work (Goleman &
Lippincott, 2017), future study could empirically examine whether emotional intelligence has a
role in this relationship. Another future study might use a different population, for example,
service employees from typically emotional demanding jobs, such as flight attendants, calling
center agents, reception desk staff in emergency rooms, etc., to cross-validate the results of the
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present research. Finally, the present study’s experimental work used one-time or probably firsttime induced mindfulness as an analogy to mindfulness. However, for participants who had no
previous experiences with mindfulness training, it is very hard to evoke a fully mindful state on a
one-time basis (Craske and Arch, 2006). Hence, future study may consider using both
experienced and inexperienced meditators to compare whether the effects of state mindfulness on
their service quality are different.
In conclusion, this dissertation contributes to both the marketing and mindfulness
literature by expanding the application of mindfulness into the marketing domain. It also provides
organizations and employees workable and effective approaches to fostering ethical marketing
practices, as well as increasing customer experiences and employees’ service quality. We are
living in an attention economy where the goal of business is to attract consumers’ attention.
Attention is the currency of this age. Allowing and empowering employees to focus their
attention on one thing at a time (the service encounter) is the only way to break the vicious cycle
inherent in our multitasking machine world and age of digital distraction, which is quietly
sabotaging our productivity and well-being. More importantly, our creativity is enhanced when
we can focus deeply.
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Appendix
A1. Adapted State Mindfulness Scale

A little

Moderately

Quite a bit

Very much

Instructions: We are interested in what you just experienced.
Please read each statement. Next to each statement are five choices:
“not at all,” “a little,” “moderately,” “quite a bit,” and “very much”.
Please indicate the extent to which you agree with each statement.
In other words, how well does the statement describe what you just
experienced?
1. I experienced myself as separate from my changing thoughts and
feelings.
2. I was more concerned with being open to my experiences than
controlling or changing them.
3. I was aware of how I reacted to certain thoughts, feelings or
sensations.
4. I experienced my thoughts more as events in my mind than as an
accurate reflection of the way things really “are”.
5. I was aware of what my mind was concentrating on from
moment to moment.
6. I was aware of each of the thoughts and feelings that I was
having.
7. I was receptive to observing unpleasant thoughts and feelings
without interfering with them.
8. I was more invested in being aware of my experiences as they
arose than in figuring out what they could mean.
9. I approached each experience by trying to accept it, no matter
whether it was pleasant or unpleasant.
10. I was aware of the nature of each experience as it arose.
11. I was aware of my thoughts and feelings without
overidentifying with them.
12. I was aware of my reactions to the customer’s request.
13. I was aware of what my attention was drawn to.

Not at all

State Mindfulness Scale adapted from Toronto Mindfulness Scale (Lau et al., 2006)
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4
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1

2
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4

5

1

2

3

4

5

1
1

2
2

3
3

4
4

5
5

1
1

2
2

3
3

4
4

5
5

Scoring: all items are written in the positively keyed direction, so no reverse scoring of items is
required.
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A2. Adapted Emotional Labor Scale

Scoring: items 5 and 6 require reverse coding.
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A little

Moderately

Quite a bit

Very much

Instructions: We are interested in what you just experienced.
Please read each statement. Next to each statement are five choices:
“not at all,” “a little,” “moderately,” “quite a bit,” and “very much”.
Please indicate the extent to which you agree with each statement.
In other words, how well does the statement describe what you just
experienced?
1. I tried to talk myself out of feeling what I really felt when
helping the customer.
2. I worked at conjuring up the feelings I needed to display to the
customer.
3. I tried to change my actual feelings to match those that I must
express to the customer.
4. When working with the customer, I attempted to create certain
emotions in myself that presented the image my university desires.
5. I showed the same feelings to the customer that I felt inside.
6. The emotions I showed the customer matched what I truly felt.

Not at all

Emotional Labor Scale adapted from Kruml and Geddes (2000).
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2
2

3
3

4
4

5
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A3. Adapted Customer Perceived Service Encounter Quality Scale

Disagree

Somewhat disagree

Neither agree or disagree

Somewhat agree

agree

Strongly agree

Instructions: The following set of statements relate to
your feelings about the service center representative’s
service. For each statement, please show the extent to
which you believe the representative has the feature
described by the statement. Circling a 7 means that you
strongly agree and circling 1 means that you strongly
disagree. You may circle any of the numbers in the
middle that show how strong your feelings are. Please
choose a number that best shows your perceptions about
the service.
1. The representative was willing to help the customer.
2. The replies of the representative instilled confidence
in the customer.
3. The representative was consistently polite to the
customer.
4. The representative understood the customer’s specific
needs.
5. The representative understood the customer’s feeling.
6. The representative provided correct answers to the
customer right the first time.
7. The representative’s answers were free of errors.

Strongly disagree

Adapted from Parasuraman, Zeithaml and Berry (1990).

1
1

2
2

3
3

4
4

5
5

6
6

7
7

1
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5

6

7

1
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4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

1

2

3

4

5

6

7

Note: item 1measures responsiveness; items 2 and 3 measure assurance; items 4 and 5 measure
empathy; items 6 and 7 measure reliability.
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A4. Informed Consent Form for the Participants

INFORMED CONSENT FORM
The Pilot Study of Bentley University’s Online Service Center

Thank you for agreeing to help with the pilot study of a service for prospective students of ***
University.
You were selected because your experiences at *** qualify you as a *** University’s service
center representative. You will be asked to answer, via text, questions from prospective students
about *** University.
Please read and sign this form before participating in the study.
Many thanks!
Emma Wang, Marketing Department, *** University
Background Information
This pilot study examines customer service encounters between *** online service
representatives and prospective students. The purpose of the present study is to improve
***’s online service delivery.
Procedures:
If you agree to participate in the present study, you would be asked to do the following things:
(1) Complete an initial survey about yourself.
(2) Do a simple mental exercise guided by the researcher, and follow the service instructions
provided.
(3) As a *** University service representative, you will then be asked to help prospective
students with queries about *** University via online chatting.
(4) Fill out a questionnaire about your experience helping these prospective students.
Risks and Benefits of being in the Study
Participation will provide you with experience of being a service provider, and is entirely risk
free.
Compensation:
You will get one credit from your Professor in the course in which you were recruited.
Confidentiality:
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Your anonymity and privacy is important to us. The records of the study will be confidential and
any published reports will include no identifying information. Research records will be stored
securely and only researchers will have access.
Voluntary Nature of the Study:
Participation in the present study is voluntary. Your decision whether or not to participate will not
affect your current or future relations with *** University, or your status in the course where you
were recruited. If you decide to participate, you may withdraw at any time without affecting those
relationships and status.
Contacts and Questions:
If you have questions please contact me, Emma, by email (jwang1@bentley.edu) or telephone
(781-891-2717). If you have any questions or concerns regarding the present study and would
like to talk to someone other than the researcher(s), you are encouraged to contact Professor
William Wiggins, Bentley’s IRB Chair, Bentley University, 175 Forest Street, Waltham,
Massachusetts 02452, or wwiggins@bentley.edu, or 781.891.2249.
Many thanks
Emma

Statement of Consent:
I have read the above information, asked any questions I might have, and have received answers.
I consent to participate in the study.
Name: ____________________________________________________
Signature: _____________________________________________________
_________________
Subject

Date:

Signature of parent or guardian: ___________________________________
Date:
_________________
(If minors or others unable to provide informed consent are involved)

Signature of Investigator: _________________________________________
_________________

Date:

Revised: April, 2017
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A5. Pre-screening Measure: HADS
Please check the box beside the response that is closest to how you have
been feeling in the past week. Check off the first thing that comes to your
mind.

3
2
1
0

0
1
2
3

3
2

I get a sort of frightened feeling
as if something awful is about to
happen:
Very definitely and quite badly
Yes, but not too badly

3
2

1
0

A little, but it doesn’t worry me
Not at all

1
0

3
2
1
0

Worrying thoughts go through
my mind:
A great deal of the time
A lot of the time
From time to time, but not too
often
Only occasionally

I get a sort of frightened feeling
like “butterflies” in the stomach:
Not at all
Occasionally
Quite often
Very often
I have lost interest in my
appearance:

I can laugh and see the funny
side of things:
As much as I always could
Not quite so much now
Definitely not so much now
Not at all

0
1
2
3

I feel as if I am slowed down:
Nearly all the time
Very often
sometimes
Not at all

3
2
1
0

I still enjoy the things I used to
enjoy:
Definitely as much
Not quite so much
Only a little
Hardly at all

0
1
2
3

3

I feel tense or “wound up”:
Most of the time
A lot of the time
From time to time, occasionally
Not at all

Definitely
I don’t take as much care as I
should
I may not take quite as much care
I take just as much care as ever

3
2
1
0

I feel restless as I have to be on
the move:
Very much indeed
Quite a lot
Not very much
Not at all

0
1
2

I look forward with enjoyment to
things:
As much as I ever did
Rather less than I used to
Definitely less than I used to

3

Hardly at all

I feel cheerful:
Not at all

3
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I get sudden feelings of panic:
Very often indeed

2
1
0

Not often
Sometimes
Most of the time

2
1
0

I can sit at ease and feel relaxed:
0
Definitely
0
1
Usually
1
2
Not often
2
3
Not at all
3
Please check if you have answered all the questions.
Thanks!
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Quite often
Not very often
Not at all
I can enjoy a good book or TV
program:
often
sometimes
Not often
Very seldom

A6. Scripts of Four Scenarios in the Experiment
Scenario 1: highly structured + Emotionally charged
(Automated): A prospective student is connecting into the chatting session…
S1-1. (Automated)Customer: Hello.
Agent:
S1-2. (Automated) Customer: Hello. I am considering applying to ***. I know that it is
located in Waltham. How far is *** from downtown***?
Agent:
S1-3. (Automated) Customer: Thanks. How many undergraduate students are there at
***?
Agent:
S1-4. (Automated) Customer: Thanks. What percentage of them are international
students?
Agent:
S1-5. (Automated) Customer: What is the average class size of an undergraduate course
at ***?
Agent:
S1-6. (Automated) Customer: Are you sure? I find this figure hard to believe. You are
either misinformed or lying.
Agent:
S1-7. (Automated) Customer: I really doubt that you are providing me with accurate
information!
Agent:
S1-8. (Automated) Customer: Do I have to live on campus?
Agent:
S1-9. (Automated) Customer: My home is in Philadelphia and I am worried about being
homesick. What is the student retention rate at ***?
Agent:
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S1-10. (Automated) Customer: I read somewhere that ***’s dorms are located on the
lower campus while most classes seem to be on the upper campus. How can I move
between the lower and upper campuses?
Agent:
S1-11. (Automated) Customer: Thanks.
Agent:
(Automated) 30 seconds later, the customer exits the chatting session.
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Scenario 2: Highly structured + Non-emotionally charged
(Automated): A customer is connecting into the chatting session…
S2-1. (Automated) Customer: Hi there!
Agent:
S2-2. (Automated) Customer: I have a few questions about your university. First, I want
to know the ratio of student-to-faculty at ***.
Agent:
S2-3. (Automated) Customer: Thanks. What percentage of faculty members hold a
doctorate degree?
Agent:
S2-4. (Automated) Customer: Thanks. What percentage of undergraduate students are
able to get an internship?
Agent:
S2-5. (Automated) Customer: Please tell me a little bit about ***’s library. Does the
library have break-out rooms for team meetings?
Agent:
S2-6. (Automated) Customer: Does the library have study carrels?
Agent:
S2-7. (Automated) Customer: Can students access all library online databases from offcampus?
Agent:
S2-8. (Automated) Customer: Can you please list some dining options on campus?
Agent:
S2-9. (Automated) Customer: Thanks.
Agent:
(Automated) 30 seconds later, the customer exits the chatting session.
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Scenario 3: Less structured + Emotionally charged
(Automated): A customer is connecting into the chatting session…
S3-1. (Automated) Customer: Hello.
Agent:
S3-2. (Automated) Customer: Hello. I am considering applying to ***. I know that it is
located in Waltham. How far is *** from downtown ***?
Agent:
S3-3. (Automated) Customer: Thanks. How many undergraduate students are there at
***?
Agent:
S3-4. (Automated) Customer: Thanks. What percentage of them are international
students?
Agent:
S3-5. (Automated) Customer: As a *** student, what has your experience been with the
class sizes? Are you usually in large classes?
Agent:
S3-6. (Automated) Customer: Are you sure? I find this hard to believe. You either
mistyped or are lying.
Agent:
S3-7. (Automated) Customer: I really doubt that you are providing me with accurate
information!
Agent:
S3-8. (Automated) Customer: My home is in Philadelphia and I am worried about being
homesick. Can you share with me your experience?
Agent:
S3-9. (Automated) Customer: What has your experience been with travelling between
the lower and upper campuses at ***?
Agent:
S3-10. (Automated) Customer: Thanks.
Agent:
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(Automated) 30 seconds later, the customer exits the chatting session.
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Scenario 4: Less structured + Non-emotionally charged
(Automated): A customer is connecting into the chatting session…
S4-1. (Automated) Customer: Hi there!
Agent:
S4-2. (Automated) Customer: Hello, I have a few questions about your university. First, I
want to know the ratio of student-to-faculty at ***.
Agent:
S4-3. (Automated) Customer: Thanks. What percentage of faculty members hold a
doctorate degree?
Agent:
S4-4. (Automated) Customer: Thanks. What percentage of undergraduate students are
able to get an internship?
Agent:
S4-5. (Automated) Customer: What has your experience been with ***’s library?
Agent:
S4-6. (Automated) Customer: What has your experience been with food/dining at ***?
Agent:
S4-7. (Automated) Customer: Thanks!
Agent:
(Automated) 30 seconds later, the customer exits the chatting session.
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A7. Rating Rules for Online Customer Service Encounter Quality
Please rate the quality of these service encounters as if you were the customer (the prospective
student) who asked university related questions to Bentley University Online Service Center
Representatives.
General Rules
1. Be sure to read through one service encounter before you give numbers to each statement
in the scale. Please do not start rating a service encounter before you read it through.
2. Regarding short & precise answers
The agent/representative is NOT expected to merely answer yes or no, even though it is
grammatically correct. In addition, they are NOT expected to answer merely a number, even
though it might be a correct answer to that question.
If an agent/representative does so, it conveys a distance between the representative and the
customer and implies an intention to get rid of the customer and finish the conversation as soon as
possible.
Specific Rules
In each of the following rules, two extreme situations deserving either a 1 or 7 on the 1-7 Likert
scale, will be described. Other situations that fall in between the two extremes are left to the
rater’s discretion.
Rule 1. The representative is expected to be sympathetic, instead of arguing back.
For example, when a customer said, “Are you sure? I find this figure hard to believe. You are
either misinformed or lying.” The agent/representative was expected to apologize and then clarify
the fact to the customer, instead of merely trying to justify their replies.
The reply rated as a 1 (strongly disagree)

The reply rated as a 7 (strongly agree)

You calling me a liar?

I am sorry that you feel that what I told you
is hard to believe. I checked up from the
university website just now and the average
undergraduate class size is indeed 26. In fact,
I have always felt lucky to study at Bentley
with such a small class size.

Or
If you do not believe me, you can check it up
from the website.
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Rule 2. The representative is expected to be able to regulate his or her emotion well.
When being doubted and irritated again and again by the customer (e.g., I really doubt you are
providing me with accurate information), the agent/representative is still expected to express his
or her sympathy for the customer instead of conveying any negative emotions such as
indifference, distance, coldness or even rudeness, etc.
The reply rated as a 1 (strongly disagree)

The reply rated as a 7 (strongly agree)

Suit yourself.

I am sorry that you feel this way. Would you
like me to set up a meeting with a member of
our faculty? Perhaps it is more believable
coming from them.

Or
Sorry that you feel that way.

Moreover, after being doubted, when the customer asked another question (e.g., My home is in
Philadelphia and I am worried about being homesick. Can you share with me your experience?),
the agent/representative was expected to answer it in a normal way, instead of a negative way
with a distinctly unhappy tone.
The reply rated as a 1 (strongly disagree)

The reply rated as a 7 (strongly agree)

I live in the next town and so I am not
homesick. Maybe you should find a school
closer to your home.

You are not alone. I have yet to meet a new
student who was not worried about being
homesick. I was horrified leaving home and
coming to Bentley, only to realize that Bentley
is just a home away from home.

Rule 3. The representative is expected to understand the customer’s specific need.
When a concern is shared with an agent, s/he is expected to NOT ONLY answer the question,
BUT ALSO address the concern.
For example, when the customer/prospective student said, “My home is in Philadelphia and I am
worried about being homesick. What is the student retention rate at Bentley?” The agent was
expected to NOT ONLY answer the question about the retention rate, BUT ALSO help relieve
the concerns.
The reply rated as a 1 (strongly disagree)

The reply rated as a 7 (strongly agree)

0.95.

I totally understand you. Yet, at Bentley, 95%
of the first-year student stay for the second
year. I was petrified leaving home and coming
to Bentley, only to realize that Bentley is just a
home away from home.
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Rule 4. The representative is expected to be polite throughout the service encounter.
The agent is expected to politely greet the customer in a similar way with what was provided in
the information sheet such as “My name is __ and I am happy to help you with questions about
Bentley University. What can I do for you today?”
The agent is expected to politely conclude the conversation with the customer/prospective
student. For example, “You are welcome! What else can I do for you today?” or “You are
welcome! Wish you good luck with your application.”
In addition, the agent is expected to be polite to the customer/agent in ALL situations while
responding to the inquiries.
The reply rated as a 1 (strongly disagree)

The reply rated as a 7 (strongly agree)

No polite greeting or closure at all.

Being polite at the beginning, in the middle
(even after being doubted and questioned),
and at the end of the service encounter.

Rule 5. The representative is expected to provide the correct answer to the customer right
the first time.
The agent is expected to answer the question to the point the first inquiry, so that the
customer/prospective student does not need to ask a second question to solicit a more direct or
relevant answer to the same question.
For example, when the customer said, “I read somewhere that Bentley’s dorms are located on the
lower campus while most classes seem to be on the upper campus. How can I move between the
lower and upper campuses?” s/he needed to know exactly how s/he can use transportation to
commute between the lower and upper campuses.
The reply rated as a 1 (strongly disagree)

The reply rated as a 7 (strongly agree)

Bentley offers Campus Loop Shuttles.

It is a five minutes’ walk. But if you prefer not
to walk, there are scheduled campus loop
shuttles to transport you between the lower
and upper campuses.
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A8. The Experiential Dark-sides of Mindfulness
Literature that verifies the positive effects of mind-wandering suggests that, through
reducing mind-wandering, mindfulness could suppress prospective planning, creativity, a
meaningful life narrative and performance of tedious work (e.g. Baird, Schooler and Small, 2011;
Schooler et al, 2014; Smallwood et al., 2015). Literature that argues for the value of automatic
behavior or routine-based behavior (e.g. Levinthal and Rerup, 2006) assumes these behaviors are
equal to mindlessness or regard them as less mindless behaviors and so contend that mindfulness
induces opportunity costs as well as attention-based costs (Weick and Sutcliffe, 2001; Rerup,
2005).

Suppressing prospective planning
Recent experiments (e.g. Baird et al., 2011) show that minder-wandering can enable
prospective cognitive operations that are likely to be useful to the individuals as they navigate
through their daily lives. The potential benefit of future planning during mind-wandering is
materialized in the processes of mental contrasting, whereby individuals consider both the
potential obstacles to their goal and the benefits that will be accrued if those obstacles are
overcome (Oettingen & Schwörer 2013). In this sense, one of the downsides of mindfulness
implied here is that it suppresses our potential to be most prone to mind-wander in situations in
which the nominal task is easy enough to allow the benefits gained through prospective planning
and mental simulation of future events (McVay & Kane, 2010a, 2010b; Teasdale, Lloyd, Proctor,
& Baddeley, 1993). While mindfulness aims to prevent mindless individuals, through sustained
attentiveness to the on-going situations, from contemplating future possibilities, due to which
they may suffer from anxiety, worry, fears and insecurities, it may also eliminate mind-wandering
together with its function of anticipating and planning personally relevant future goals, namely,
autobiographical planning (Baired et al., 2011; Schooler et al., 2014). Therefore, we should
caution mindfulness in this regard, not seeking to eliminate mind-wandering entirely from our
lives, though the cultivation of mindfulness is likely to be useful. Rather, we need to leave room
for mind-wandering as it may offer some unique benefits when carried out at the appropriate
times on appropriate topics (Schooler et al., 2014; Smallwood et al., 2015).

Suppressing creativity
The second downside to mindfulness is that it blocks creativity by reducing mindwandering, since several lines of empirical research suggest that mind-wandering could be linked
to enhanced creativity (e.g. White & Shah, 2006; White & Shah, 2011). For example, Baird et al.,
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(2011)’s findings provide convincing evidence that conditions that favor mind-wandering may
also enhance creativity. They use an incubation paradigm (i.e., enhanced creative problem solving
following a break) to assess whether performance on validated creativity problems can be
facilitated by engaging in either a demanding task or an undemanding task that maximizes mindwandering. Compared with engaging in a demanding task, rest, or no break, engaging in an
undemanding task during an incubation period led to substantial improvements in performance on
previously encountered problems. Critically, the context that improved performance after the
incubation period was associated with higher levels of mind-wandering but not with a greater
number of explicitly directed thoughts about the problems per se. Their study suggests that
engaging in simple external tasks that allow the mind to wander may facilitate creative problem
solving. Another related study by Ruby, Smallwood and Sackur (2013 a) finds a positive
relationship between mind-wandering and the tendency to generate solution steps in a social
problem-solving task. In this study, the authors use the Means-End Problem Solving task
(MEPS), a validated measure of individuals’ abilities to solve common everyday social problems
(Platt and Spivack, 1975; Marx et al., 1992; Lyubomirsky and Nolenhoeksema,1995), to assess
participants’ abilities to resolve daily social problems in terms of overall efficiency and number
of relevant means they provided to reach the given solution. They also asked participants to
perform a non-demanding choice reaction time task versus a moderately-demanding working
memory task as a context in which to measure their self-generated thoughts. They find that
overall self-generated thoughts are associated with higher relevant means, perhaps because both
depend on the capacity to generate cognition that is independent from the here and now.
Furthermore, their data suggest that the specific content of self-generated thoughts that
participants produce does not differentially predict how well they solve the social problem.
So far, our discussion seems to link both mindfulness and its opposing construct mindwandering to enhanced creativity. On the one hand, as we discussed earlier, both contemplative
and cognitive views of mindfulness emphasize the essentiality of appreciating novelty from
presencing, and provide well-documented evidence of how mindfulness produces creativity in
people with respect to learning and decision making (Langer, 2014; Swanson et al., 2004); on the
other hand, in this section, we witness how mindfulness may suppress creativity when it reduces
mind-wandering that is linked with enhanced creativity. In fact, researchers notice an interesting
phenomenon, in which stereotypes of creative individuals seem to fall into two very different
categories (Zedelius et al., 2015). The first type of individual exhibits high levels of concentration
and is able to devote their full attention to their task at hand, showing a tendency toward
120

mindfulness. The second type of individuals is often portrayed as highly volatile and easily
distractible with a scattered mind, showing a tendency toward mind-wandering (Smallwood and
Schooler, 2006; Schooler et al., 2011). Driven by these experiences, Zedelius et al. (2015) predict
that the relationship between mindfulness and creativity might depend on whether creative
problems are approached through analytic strategy or through “insight”, i.e., sudden awareness of
a solution. Their findings suggest that mind-wandering “Ahas” and mindful reasoning are
alternative routes to creative solutions and that mindfulness is associated with impaired problem
solving when approaching problems with insight although it increases problem solving when
using analysis. In this sense, mind-wandering’s potentially serving as a wellspring of creative
ideas at least partially explains why we so frequently engage in this otherwise seemingly
dysfunctional mental state (Schooler et al., 2014). Therefore, mindfulness, more accurately, too
much mindfulness may be a curse for creative problem solving and for using creative insight.
Researchers summarize this phenomenon as “paradoxical costs” associated with too much
mindfulness, i.e. potential downside to mindfulness, in which mindfulness and mind-wandering
appear to be opposite tendencies and too much mindfulness might suppress certain types of
creative processes favored by mind-wandering (Schooler et al., 2014).

Missing chances of bolstering feelings of meaning in life
The third downside of mindfulness relates to leaving out chances of obtaining feelings of
meaning in life by reducing mind-wandering, which may provide an important context for
integrating experienced and anticipated events into a meaningful life narrative (Schooler et al.,
2014; Waytz et al., 2015). Similar with previous aspect, this downside of mindfulness evidently
undermines what is discussed in previous section concerning the implications of mindfulness for
individuals’ happiness. Mindfulness is widely documented to reduce psychological and mental
stress, thereby improving people’s health, however, sacrificing simulating oneself beyond the
present moment, which may go a long way toward bolstering feelings of meaning. Concretely
speaking, possessing meaning in life, i.e. the sense that one’s life is coherent, is significant, and
has purpose (Heintzelman & King, 2014a, 2014b), has widespread benefits for well-being,
contributing to reduced suicidal ideation (Harlow, Newcomb, & Bentler, 1986), lower depression
and anxiety (Debats, Van Der Lubbe, & Wezeman, 1993), and greater happiness (Chamberlain &
Zika, 1988; Janoff-Bulman, 1992). In addition, the tendency for mental simulation, the process of
self-projection into alternate temporal, spatial, social, or hypothetical realities, is associated with
enhanced meaning and so benefits psychological well-being (Waytz et al., 2015). Yet,
mindfulness may filter out the tendency for mental simulation through reducing mind-wandering,
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which enables people to place their experience in a meaningful context (Schooler et al., 2014).
Therefore, mindful individuals potentially miss chances of bolstering feelings of meaning in their
lives. According to Waytz et al. (2015), one way for them to improve psychological and physical
well-being is to at least occasionally take a moment to distance oneself from the present time and
place.

Reducing performance on tedious tasks
When dealing with a tedious task or situation, mind-wandering may help our minds to
adapt to the current external environment by disengaging from it, while engaging in “an
alternative train of thought may have evolved in part to allow us to overcome tedium and
disinterest without overtly abandoning a necessary task (perhaps one necessary for survival or
procreation)” (Schooler et al., 2014, P24). In contrast, mindfulness helps us focus on the current
task. Putting the effects of mindfulness and mind-wandering on tedious tasks performance side by
side, the former may reveal its fourth downside by ignoring the effect of mental break on
remediating mood-related costs of participating in a tedious task. Also, mind-wandering may
relieve boredom by shortening perceived temporal duration and speeding up the perceived flow
of time during tedious or boring activities. This has been supported by Baird et al. (2010) and
Ruby et al. (2013 b)’s studies, which show that the reduction in mood associated with engaging in
a boring task is attenuated for those individuals who regularly mind wander. In addition,
researchers conjecture that, similar to how mind-wandering promotes creative mind-wandering
during the incubation paradigm, during learning tasks, mind-wandering may allow for periods of
dishabituation from the task, thus providing the mind with an opportunity to return to the task
with a refreshed capacity for attentive processing (Schooler et al., 2014). Thus, when facing
boring tasks, by focusing on the present moment, mindfulness may get our mind tired of the
situation and exacerbate the “already” reduced mood.
Up to this point, we have discussed four dark-sides of mindfulness documented in literature
when the opposing construct of mindfulness, mind-wandering, is suppressed by enhanced
mindfulness. Since another salient opposing construct of mindfulness is mindlessness, or being
less mindful, we next turn to the discussion on whether mindlessness is sometimes a curse in our
lives and whether it is exactly mutual exclusive with mindfulness. In particular, we consider the
fifth potential dark-side of mindfulness implied by literature in relation to the situation in which it
is likely to suppress necessary routine-based or automatic behaviors.
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Inducing opportunity costs as well as attention-based costs
The notion of mindfulness along with cognitive view is introduced into organizational
studies in discussions contrasting automatic and nonautomatic information processing (Sims and
Gioia 1986, Sandelands and Stablein 1987). Organization researchers regard Langer’s cognitive
view of mindfulness as a variant of an information processing theory (Levinthal & Rerup, 2006;
Weick & Sutcliffe, 2006). They equate automatic with mindlessness and nonautomatic with
mindfulness. Following this light, they argue that people always have the tendency to mindlessly
or automatically invoke familiar routines (Weick 1979, Gersick and Hackman 1990), yet
automatic behavior is not without its virtue (Levinthal & Rerup, 2006) and decision makers who
have a prospensity toward routinization outperform those who don’t (Laureiro-Martinez et al.,
2014). This line of reasoning implies the fifth downside of mindfulness --- opportunity costs and
attention-based costs (Levinthal and Rerup, 2006).
Concretely, opportunity costs associated with mindfulness refers to “the opportunity costs of
forgoing the use of established procedures as well as the opportunity costs of forgone attention”
(Levinthal and Rerup, 2006, p504). Organization researchers presume the attention is scarce and
thus costly, so the more things an organization can do routinely and in the absence of
mindfulness, the more it can conserve attention for what really matters. In this case, automatic
behavior is offered as a positive image in that it limits the demands on scarce attention (Cyert and
March 1963) and, more subtly, preserving an action pattern that might otherwise be adversely
distorted by more self-conscious action (Winter and Szulanski 2001). In addition, when they
claim the opportunity costs of mindfulness, they suggest the attention-based costs that has been
recognized, such as Weick and Sutcliffe’s (2001) observation that “Mindfulness takes effort and
cost; mindlessness in the form of routine can be cost-efficient” (p. 87-88).
Here arise conclusions that are seemingly contradictory to Langer’s theory of mindfulness
and mindlessness. However, if we delve into Langer (1989, 1992)’s line of reasoning underlining
her conclusions, we may find that these diverse conclusions might speak to one view--mindfulness is effortless and capacity-enhancing. According to Langer (1989, p155), “belief in
the advantages of mindlessness and in the disadvantages of mindfulness seems to be due to the
confusion between automatic processing and mindlessness”. Fundamentally, Langer (1989) argue
that her mindfulness and mindlessness theory is different from automatic-controlled theory. First,
her theory does not assume the existence of limited capacity, while the notion of limited capacity
is central to automatic-controlled processing. Consequently, in her theory, unlike automaticcontrolled processing theory, mindfulness is regarded as capacity-enhancing instead of capacity123

consuming mental process. Also, according to this theory, mindfulness is not more effortful than
mindlessness and may even be essentially effortless. Effort is only involved in switching from a
mindless to a mindful mode, so mindfulness may often appear effortful only because of the effort
required to breakout of a mindless mode. Third, according to Langer’s view, the differences
between mindfulness and mindlessness is concerned with how we create information or assign
meaning to to-be-processed information primarily from outside world. While automatic–
controlled processing is concerned with how we deal with information we have already
categorized, or understood and interpreted, within a context. Last, she emphasizes that there
might be mindful automatic processing and mindlessly controlled processing. The automatic
processing comes from repetition, whereas mindlessness may also come about during a single
exposure to information. Therefore, whereas automatic-processing is a good thing in that it
enables controlled processing, mindlessness is primarily disadvantageous since it does not enable
mindfulness, and rather it inhibits mindfulness. Once information is mindlessly accepted, it does
not readily come to mind for mindful reconsideration.
In this spirit, the routine-based or automatic behavior, which is regarded as equivalence of
mindlessness, argued to have its virtue and be complementary with mindfulness (Levinthal &
Rerup, 2006) and mediates the positive effect of mindfulness on decision making (LaureiroMartinez et al., 2014) differs the mindlessness in Langer’s theory of mindfulness/mindlessness. In
fact, the valuable routine-based or automatic behavior falls into the scope of mindfulness routines
(Ramiller and Swanson, 2009), which can sustain mindfulness in organizing, including learning
and decision making because it is mindful automatic processing of information mentioned by
Langer (1989, 1992). To borrow the metaphor made by Ramiller and Swanson (2009, p16), we
can “think about an organization in the way that we think about accomplished improvisational
musicians, building on much that’s structured and routine (and, indeed, tacit), and yet from
moment to moment acting and interacting in ways that are genuinely creative”.
Interestingly, when Laureiro-Martinez et. al. (2014) claim the positive effect of routine
propensity on organization decision making, they also delineate how mindfulness produce
routinization propensity, thereby leading to better decision-making performance. Although they
do not refer routine to mindfulness routine, according to their explication on “routinization
propensity”, what they examine is in fact the mindfulness routine. They combine the cognitive
control capabilities (CCCs) and the routinization propensity to explain decision-making
performance. Here, they define cognitive control capabilities (CCCs) as “the supervisory
cognitive mechanisms through which individuals monitor and control their own attention and
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cognitive processes” (p.1114) and routinization propensity as “the individual tendency to develop
and enact a behavioral repertoire that provides standard solutions (routines) for problems
involving choice” (p.1112). Their study supports the idea that routinization propensity acts as a
full mediator rather than a moderator between Cognitive Control Capabilities (CCCs) and
performance. Furthermore, they argue that routinization propensity is not the product of shallow
rationality, as is often implied in debates on the pros and cons of automatic behavior. On the
contrary, it is the product of higher cognitive capabilities. Decision makers with strong CCCs
tend to be faster in developing and applying routines, which gives them a double advantage in
both simple and complex decision settings. Not only are they more likely to frame the problem
more quickly than their peers with lower CCCs levels, but they can translate their superior clarity
of mind into better and faster routinized behavior, thus compounding the advantages of both
factors. Their study confirms the powerful effect of mindfulness on decision-making yet
highlights the mediating role of routinized mindfulness in this powerful effect.
Although mindfulness is naturally different from routine because “Mindfulness suggests
alertness, freshness of mind, and flexibility. Routine, on the other hand, evokes schemas,
consistency in thinking, and reproducibility” (Ramiller and Swanson, 2009, p.16), it can be
routinized. Although “routines for mindfulness run the risk of undermining the very thing that
they are meant to support, in part by tempting complacency and in part by fostering a limiting
role structure for mindfulness” (Ramiller and Swanson, 2009, p.13), a mindful routine can reduce
this risk. Therefore, we should advocate not only routines for mindfulness, but also mindful
routines.

Discussion and Conclusion
According our discussion in this paper concerning the contemplative and cognitive views of
mindfulness and documented dark-sides of mindfulness, we can draw several conclusions. First,
indeed, the cultivation of mindfulness may help to reduce mind-wandering and thereby provide
an important antidote to some of its negative consequences, however, those who are routinely
mindful may sacrifice some of their ability to plan for future, their creativity, their chances of
feeling meaningful in their lives and performance on tedious tasks. Therefore, question on how to
find the right balance between the focus of mindfulness and the freedom of a mind untethered to
the present is worth of exploring if we want to enrich theory of mindfulness. Another intriguing
question is that how we can exactly obtain mindfulness which can accurately reduce the harmful
part of mind wander while preserve or strengthen the helpful part. Second, although Langer
characterizes mindfulness as a universal human capacity that need not to be enhanced through the
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practice of meditation (Greeson et al., 2014 p.2), she admits that people in much of everyday life
behave mindlessly as well, implying that average people must acquire mindfulness through
practice---to a large degree, meditation practice, along with contemplative view of mindfulness.
Most people need to switch from a mindless to a mindful mode. Therefore, organization
researchers regard mindfulness in organizations as effortful and so induces attention-based costs.
However, even though average people need to switch from mindless to mindful mode, it does not
prevent them from feeling effortless in their mindful mode once they are in there or their capacity
from being extended or enhanced to a higher level. Thus, more work needs to be done to
empirically verify whether mindful individuals, particularly those in organizational context, can
provide organizations unlimited capacity as assumed by Langer’s theory of mindfulness, in terms
of their intelligence, emotional and physical potential. Third, given that, what organization
researcher applaud for valuable automatic or routine-based behavior, in fact, is consistent with
what Langer claims to be powerful for mindfulness, mindful routines (including routinize
mindfulness) should be regarded as a kind of mindfulness and should be attached great attention
and importance in our future research in order to expand our understanding of mindfulness.
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